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RULING 
FAVORITES 








EASTMAN’S three new motion picture neg- 
ative films have quickly established them- 
selves as the favorites of the industry. Plus- 
X for general studio work ...Super-XX for 
all difficult exposures ... fine-grained Back- 
ground-X for backgrounds and all-round ex- 
terior work. Each makes its special con- 
tribution, and all have that typical reliabil- 
ity closely identified with Eastman films. 
Eastman Kodak Company, Rochester, N. Y. 
(J. E. Brulatour, Inc., Distributors, Fort Lee, 


Chicago, Hollywood.) 





EASTMAN Plus-X ecce 
Super-XX ... Background-X 
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FILMOSOUND “ACADEMY”? is the same as 
the “Commercial” except that (1) it is in 
two cases, one enclosing the projector for 
quiet operation, and (2) it projects both 
sound and silent film. Complete, only $298 


FILMOSOUND “UTILITY” offers all the 


FILMOSOUND “MASTER.” A powerful 16 
mm. sound film projector for servirg larger 
audiences. Offers the wide range of services 
of the “Utility,” plus even greater audience- 
handling capacity. Price. . . . . . $410 


features of the “Academy” plus greater 


picture illumination, greater maximum sound volume, clutch permitting still picture 
projection, and reverse lever for repeating sequences. Complete, now only . . $369 


avoid program interruptions. From . 


PRECISION-MADE 


BELL & HO 


FILMOSOUND “AUDITORIUM.” Combines ready porta- 
bility with capacity to serve very large audiences. 1200- 
watt lamp. Either one or two projectors are controlled 
from panel on amplifier—instantaneous changeover to 
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FILMOARC provides 
the ultimate in screen 
brilliance and sound 
volume in largest audi- 
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toriums. Yet it is sim- : 1808 Larchmont Ave., Chicago, III. 1 
ple to operate because 8 “a - ' ae 1 
adi ettaenshe eintiion ' Send details on 16 mm. Filmosounds for business use. ' 
feed, centralized: con- , Interested in models: ( ) Commercial; ( ) Academy; 4 
trols, and mistake- ! ( ) Utility; ( ) Master; ( ) Auditorium; ( ) Filmoarc. | 
proof connections. ; ; H 
Priced from . . $1500 i Meme i 
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FILMOSOUND “COMMERCIAL” (/cf/t). Those who show your business film will 
appreciate this compact, single-case Filmosound for office, salesroom, hotel 
room, or medium-sized auditorium. It is easy to carry, and easy to set up, too. 
No fuss, delay, or embarrassing complexities. Has 750-watt lamp, powerful 
amplifier, 1600-foot film capacity, speaker-hiss eliminator, “‘floating film’ pro- 
tection, and provision for using microphone or phonograph turntable. Quantity 
production and simplified controls make possible its new “bargain” price. 


Complete, only te wa ee +. eee 


Here’s Why You Need Filmosound Quality 


HEN you select projectors to show your business film, consider 

the task they must perform. They must project brilliant, flicker- 
less pictures and reproduce sound faithfully and without distortion 
from tiny 16 millimeter film which races through the projector at a 
rate of 24 pictures every second! Your projectors must protect the 
delicate film from scratching and wear, must be easy to use, must 
make a showmanlike presentation every time. 

These—and many more—are “musts” best met by Filmosounds, 
made by the makers of preferred Hollywood cinemachinery, and the 
choice of such leading business film users as Chrysler, Ford, General 
Motors, and hundreds of others. 

There are many 16 mm. Filmosounds. Each serves certain needs best. 
Most have been recently reduced in price. All are of one quality—the 
finest! Mail coupon for details. Bell & Howell Company, Chicago, 
New York, Hollywood, London. Established 1907. 


MAIL COUPON FOR DETAILS 


BELL & HOWELL COMPANY 
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To most people, the creation of a motion 
picture means the peculiar glamor of pro- 
duction, the apparently chaotic hurly-burly 
that suddenly resolves itself into purposeful 
order as the make-up man hastily dashes for- 
ward to remove a last-minute bit of shine from 
an actor’s forehead, and voices intone the sig- 


" 


nificant — “Lights!” . . . “Quiet, everybody! 


... “Roll ’em over!” 

But all the talent and expertness of tech- 
nicians, all the artistry of director, actor, cine- 
matographer and film editor, are there for the 
single purpose of bringing to vital, breathing 
life on film a conception which already exists 
— a conception first given form by the appli- 
cation of a soft pencil to a piece of yellow 
paper. 


Yes, all successful business pictures are be- 
gun in pencil . . . a pencil guided by the 
pooled experience of many minds . . . con- 
trolled by intensive research, study and analy- 
sis of your problem . . . inspired by the crea- 
tive effort that welds experience, research and 
desired objective into a living, vivid pictorial 
solution that leads to concrete action through 


maximum selling impact. 


Of course, good “pencil work” needs the 
best in production facilities. And we have 
studios specifically designed and built for the 
production of business films . . . a sound stage 
acoustically developed in collaboration with 
RCA engineers, proportioned and designed 
for maximum utility . . . the latest completely 
portable RCA High Fidelity recording equip- 
ment, permitting sound picture making any- 
where. 


Superior technical equipment and more 
efficient, designed-for-the-job studios mean 
that the clients of Industrial Pictures benefit 
from substantial economies in productien 


costs. 


But we feel that our refusal to economize 
on “pencil work” means a greater economy 
— for here, after all, are the makings of 
success, mediocrity, or failure. 


Industrial Pictures invites your most care- 
ful consideration of this organization and its 
ability to serve you. We'll welcome an oppor- 
tunity to discuss your problems with you at 
your convenience. Without obligation, of 
course. 


Gndustrial Pictures, Ghe. 


4925 CADIEUX ROAD + DETROIT 


MOTION PICTURES 


ILLUSTRATIVE 
PHOTOGRAPHY 


SLIDE FILMS 


are begun in pencil 














The FILM FORUM 


OUR READERS 


A COLUMN OF LETTERS FROM 
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Explains Consumer Films 


I am enclosing publicity concerning a series 
of films I am producing and which have re- 
ceived quite some attention both pro and con. 

Knowing full well the editorial policy of your 
magazine and recognizing the validity and 
claim of the advertising and sponsored films 
you support, I feel certain our films, although 
considered inimical in a fashion, are still im- 
portant and deserve credit for what they are 
trying to do. 

Since our work is independently financed, we 
are able to maintain an open and unbiased 
editorial policy. Our main task is to give the 
consumer honest advice and hints as to what 
to buy, what to look for and how to get the best 
value. That certainly is a valid and worthwhile 
theme. I know that in many cases it is exactly 
such a thing which is in the mind of manufac- 
turers who have films produced. I realize their 
point of view, but those films never quite 
achieve complete audience confidence. 

Further, I have found much resentment to 
our work from those who were affected by our 
films. I respect their resentment, but they 
would have nothing to fear from us were there 
no serious facts to present. One thing is certain, 
the audience and the more intelligent theatre 
exhibitors have confidence in our work and ap- 
preciate our efforts. And that industry upon 
which we turn our spotlight will do likewise if 
we find no malpractice against the consumer. 
For instance, very shortly we plan to do a film 
on automobiles and in our research we discov- 
ered that only petty gyppers indulged in dis- 
honest practice against the consumer. Thus our 
film will take a line which will not only be help- 
ful to the consumer but will also aid the retailer 
and prove of promotional and merchandising 
value. 

Since I am basically a film worker and a pro- 
ducer of commercial subjects aside from this 
series, I contend that with time a trend of 
thought amongst advertising film producers 
will veer towards our type of human relation 
film. I suggest you read “Guinea Pig Movies” 
in Advertising & Selling magazine, March 1939, 
concerning our films. 

JuLIAN RoFFMAN 
Contemporary Films 


See Page Twenty-Seven 


I have been reading your publication with a 
great deal of interest, and believe that it fills a 
real important place. Recently we have had 
some interesting experience in releasing a thirty 
minute sound slide film as part of a complete 
sales promotion plan. It is being used most 
effectively in a number of our marketing areas. 

Under separate cover we are sending you a 
copy of the portfolio describing the complete 
plan called “Raise Your Sights”. You will note 
that the thirty minute sound slide film entitled 
“Raise Your Sights” performs an important 
function in presenting the plan to groups of 
dealers. 

In case you should feel that this would make 
an interesting story, particularly from the 
standpoint of using sound slide films as part of 
a merchandising program, we would be glad to 
get you additional information regarding its 
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ADDRESS LETTERS 
ON TECHNICAL 
QUESTIONS TO THE 


BUSINESS SCREEN 





SERVICE BUREAU 


use, including comments from our field organ- 
ization and the results that have already been 
obtained in some areas. 

W. P. Marquam 

Sales Promotion Manager 

The Pure Oil Company 


Microfilm Usefulness 


For an article on microfilm uses in business, it 
would seem that a few case histories taken from 
our files would be of maximum benefit. Here 
goes: In the months that we have been in pro- 
duction, we have found ready acceptance of 
the microfilm reader on the part of business 
firms. We have shipped readers to business 
firms from Bangkok, Siam to Stockholm, 
Sweden. A nearby chemical firm started with 
one reader in February — now they have five 
in their research department. 

A food company on the eastern seaboard ef- 
fected a saving on their production costs of 
baking that now amounts to over $2,000 — 
with a 27c investment in a microfilm reproduc- 
tion of a new German chemical formula. A legal 
firm saves $2,850 a year on rental space by re- 
ducing the inactive files they must keep for 
legal purposes to microfilm, which takes less 
than 5% of the storage space required by the 
originals. 

The engineering department of a large in- 
dustrial corporation now puts its drawings and 
specifications on microfilm, thereby eliminat- 
ing possibility of inaccurate typed copies of the 
original. The above are a few juicy examples 
taken from our experience. If I were asked to 
summarize the applications of microfilm to 
business, I would say that today a business man 
can order any information he requires, if it is in 
print or picture, and find it in existence some- 
where in the world — on microfilm. The appli- 
cations are tremendous. 

B. D. GrBert 
International Research Corp. 


On Agricultural Films 


During the past year, the Illinois Agricultural 
Association produced a 5-reel sound motion 
picture, depicting the work of the organization. 
This was our first attempt in the visual educa- 
tion field, and in the first three months this 
film has been shown to approximately 30,000 
Illinois farm people. 

The question has now arisen as to the feasi- 
bility of using motion pictures or sound slide- 
films by our cooperative marketing depart- 
ments and business services, in their educa- 
tional and sales promotion work. Before de- 
ciding which path to follow, we are trying to 
get together as much information and advice 
as possible, and would appreciate any informa- 
tion or suggestions you could give us as to 
which of these two mediums would do the bet- 
ter job. If produced, these pictures would be 
shown largely to rural audiences, throughout 
Illinois. 

In the case of the marketing pictures, we 
would want to use them to promote larger 
participation in cooperative marketing by 
farmers, production of higher quality products, 
ete. 

C. L. Mast, Jr. 
Illinois Agricultural Assn. 
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DA-LITE STANDARD 
CHALLENGER 


Where portability is important, the Challenger offers 
many advantages. Screen, case and tripod are all in 
e light-weight, easily carried unit which can be set 
p anywhere in 15 seconds. 12 sizes from 30” x 40” to 
70” x 94” inclusive. New low prices now start at only 
$12.50 (slightly higher in the Pacific Coast States) 
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DA-LITE HANGING SCREENS 


For sales training classes, convention halls, and 
similar installations, Da-Lite Hanging Screens 
are available in several styles, spring-operated 
or electrically controlled and in 28 standard 
sizes ranging from 22” x 30” to 20’ x 20’. Sur- 
faces are white, silver or glass-beaded. The 
Da-Lite Model B Screen shown above is a 
spring-operated unit in a metal case. 12 sizes 
from 22” x 30” to 63” x 84” inclusive at new 
low prices from $7.50 up (slightly higher in 
the Pacific Coast States) . 


Compare Quality and Results! 


{yg is THE Buy” 


Reg. U.S. Pat. Off 
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and puts Da-Lite business sereens far out in front for value. 


For the second time in the past 3 years, Da-Lite reduces prices 








Leading theaters have repeatedly selected Da-Lite screens fer 


the past 30 years. Da-Lite screens have also been the first choice 


of foremost users of business 


this effective selling medium. 


films since industry began using 


At the new low prices, Da-Lite 


equipment is more than ever the outstanding buy. Ask the pro- 


ducer of your business films or the supplier of your projection 


equipment about Da-Lite quality! Da-Lite screens are 


available in many styles with 


white surfaces to meet the specialized requirements of 


diversified applications. 


NEW FREE CATALOG 


Mail Coupon Now! 


48 Pages of Facts You 
Should Have About Screens ‘ 


Regardless of what make of screen you fi- 
nally select, here is a data book that will help 
you now in choosing the right surface, the 
right mounting and the right size of screen 
for any projection requirement. Mail the 
coupon now for your free copy and the name 
of the Da-Lite supplier nearest you. 


i cdadecxdidias< bsdaseahseaedin denn teanens 


glass-beaded, silver or 





FP wes» #w@s See» eS SF See 2a 
1 DA-LITE SCREEN CO., INC. 
Dept. 7B, 2723 N. Crawford Ave., Chicago, II. 
Without obligation to us, please send your new free 48 
page data book on screens and the new low prices on 
Da-Lite equipment. 
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This New 
Amprosound 


HAS EVERYTHING 





Check the Features of This Radically New Projector 


1. Simplicity of Operation — You simply set up can be packed in a few minutes’ time — they are 
the machine, plug it in and turn it on. All controls light in weight 
are centralized on one convenient illuminated 





they swing into operation as 
easily and as quickly asa portable typew riter! 


NEW LOW PRICES 


panel. Threading has been simplified so that it is 1. Numerous Other Features — These include: yet Eg 5 acai pt eis: ; 

as easy as on the ordinary silent projector. \ Quick-Cleaning Optical System; Economical speaker, complete accessories and cords, $975 
2. Extreme Quietness of Operation There is Operation, with the standard pre-focused projec- comes in one case all weighing only 49 Ibs. 

none of the customary objectionable loud hum. tion lamps; New Simplified Design — it is just Model “*Y"-—-equipped with Universal A.( 

When you are right next to the projector itself you mechanically impossible to tear film perforation D.C. enster fee beth hat and sound Sin 

are scarcely conscious of its operation. The proof —and fast Automatic Rewinding. And to top pay fie ee “ae $995 

of all this is the fact that no case or “blimp” is these all are the new low prices — so that now even SUMAN, MUNN ox cw staasigivdnanncwabniin’ 

required to cover the projector when it is being 


the most infrequent user of sound films can no 
longer afford to be without efficient sound projec- 
tion equipment. Send coupon for full details. 


(Model “Y" a 


operated. 
3. Convenient Portability — These machines 


so is available in one case, complete accessories 
with 8” dynamic speaker.) 











’ Please send me the new 1939 a Catalog. Iam particularly interested in: 


_) New Amprosound Models “X” and “Y” 
() Ampro 16 mm. Silent and (Fone to Sound Projectors 
() All Ampro 16 mm. Sound Projectors including Ampro-Are 
() Ampro 16 mm. Continuous Projectors (for Displays — World’s Fair 


and Convention Exhibits) 


PRECISION CINE EQUIPMENT ane 


Address. 
City. State 


"BS 5-39 











Ampro Corporation, 2839 N. Western Ave. Chicago, Ill. 
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SO—You “Can't Afford” 








Pik OOF 


If you want proof that Caravel 


Pictures get results, check with 


American Can Company 
Atlantic Refining Company, Inc. 
Wallace Barnes Company 
The Bates Manufacturing Company 
Beck, Koller & Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Davis & Geck, Inc. 
Dictaphone Sales Corporation 
Eastman Kodak Company 
The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Distillers Products Corporation 
National Lead Company 
Premier-Pabst Corporation 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

The Texas Company 
U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








a Motion Picture! 


WwW an advertiser and his agency decide to 
stake a sizable proportion of a year’s advertis- 


ing appropriation on a motion picture—that's news! 





And when so bold a stroke brings an immedi- 
ate step-up in sales—plus the hearty cooperation of 
leading distributors from coast to coast — that's a 


tip no other manufacturer can afford to miss! 


Says S. M. Babson, Sales Manager of The Bates 
Manufacturing Company: “Our new movie, ‘It's the 
Little Things That Count,’ has been received with 


an acclaim even beyond our fondest hopes.” 


Say jobbers and dealers —in scores of unsolic- 
ited letters of congratulation: “The finest piece of 
salesmanship it has ever been our pleasure to wit- 
ness.”...“Truly a dramatic contribution to sales 
education.”... “Tied right in with our problems.” 
..-“It has prompted us to change our merchandising 


plans on Bates Products.” 


Write us for free leaflet descriptive of this film, 
and an up-to-the-minute story of results. Better yet, 
arrange to see the picture — either in our local pro- 


jection rooms or at your general offices. 














CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue e Tel. Circle 7-6112 
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BEHIND YOUR NEXT.PRODUCTION 


FOR THE COMPLETE EXPRESSION OF YOUR 

IDEAS—FOR THE SUCCESSFUL SOLUTION OF | — 

YOUR MOTION PICTURE & SLIDEFILM PROBLEMS [. 
Fe 


@ Any motion picture or slide film is only as 
good as the facilities with which it was pro- 
duced. It takes good facilities, practical ex- 
perience, and trained personnel to produce 
productions of quality. 

Our studios, cameras, sound equipment, 
editing and cutting laboratory, past produe- 
tion record, and skilled personnel are more 


than equal to your most critical assignments. 


x*LABORATORY 


(Above ) Films are edited and cut in our mod- 
ern laboratory. Fully equipped for efficient, 
flawless work. In another section of the labo- 
ratory the films are printed ... l6mm. and 
35mm., both sound and silent. Included is 
a specially constructed developing machine, 
large capacity, fireproof negative and positive 
print vaults, animation and title department. 
Research is constantly carried on for the at- 
tainment of unusual and dramatic ideas. . . 
here in our laboratory originate outstanding 


film effects. 










































xS$TUDIO 


(Above) Behind-camera view showing 
the directing, camera, and sound person- 
nel producing “Time for Graduation” 
for the Elgin National Watch Company. 
Our studios are equipped with modern, highly-adaptable sets, are scientifically sound-proof, 


. 


and contain a “drive in” for large trucks, cars, and heavy machinery. 


(Above) Making a “lip synchronized” section of an educational film, using a typical doctor’s of- 
fice set especially erected for the purpose. Medical men and business executives frequently make 





7 . . .)] 2 » , : 
sound films for use at conventions or sales meetings, so as to “appear” simultaneously at sev- 
eral gatherings. 


* if 0 U | p M & y (Below-left) At the Chicago Film Laboratory the cream of 


modern production equipment is continually augmented 
by the newest developments. Bell & Howell and Mitchell studio cameras, Fearless Blimp and 
Dolly, Mole-Richardson Microphone booms, a complete battery of lights for every commercial 
production requirement, a specially designed camera truck .. . every type of precision equip- 
ment built for both studio and “on location” needs. 
(Below-right) Our overhead sound recording room. Equipped with the latest RCA Ultra-Violet 
recording unit, with extra facilities for 
recording sound track, dise or sound-on- 
film recording and production play back 


unit. Screening room equipped with Sim- 





plex theatre-type projectors and RCA 
High Fidelity Sound. 


BE SURE YOUR PRODUCTION 
HAS THE ADV ANTAGE OF CRAFTS- 
MANSHIP THAT COUNTS! 








MOTION PICTURES 6&4 SLIDE FILMS 
STUDIO AND GENERAL OFFICE & 18 W. WALTON PLACE « WHITEHALL 6971 
CHICAGO, ILLINOIS 














@ Tue Highway TRANSPORTATION 
industry ought to produce a bang- 
up public relations film to offset 
the general lack of knowledge con- 
cerning that industry’s vast con- 
tribution to state tax funds and its 
service to business. Here’s a job 
which films alone can do in bring- 
ing the realistic story of this indus- 
try before those who influence its 
destinies—government regulatory 
bodies and its customers. 

A really great and wholly Amer- 
ican document might well be cre- 
ated if the sponsors will stick to 
the truth in itself. There’s glorifi- 
cation enough in the everyday la- 
bors of the trucker, sufficient 
prestige in the cold fact that 
3,109,508 truck operators, employ- 
ing over 6,000,000 people, serve 
every city and hamlet in the U.S. 
Not to mention the 48,492 com- 
munities unserved by railroad! 
That this accounts for only 5% of 
the nation’s inter-city freight bill 
is evidence worth screening. 

* Tecunicians and business film 
users who have heard of the new 
mercury lamps recently developed 
and demonstrated at the San 
Francisco Fair by General Electric 
know that this new water-cooled 
light develops tremendous illumi- 
natjon from an extremely small 
and comparatively cool tube. 
That this invention will prove a 
great boon to the entire field of 
projection may be anticipated but 
at present the quality of light pro- 
duced is not sufficiently white to 
give the best results, particularly 
in the case of color films. An up- 
to-the-minute and authoritative 
technical slant will be a feature of 
an early number. 

* Sponsors can draw a pretty lib- 
eral measure of confidence in the 
film medium as a result of the 
recent Eveready surveys made by 
Dr. Henry C. Link’s Psychological 
Service. The facts and figures cost 
the sponsor a neat sum but we're 
in hopes that the very favorable 
conclusions which laid the founda- 
tion for Eveready’s present wide- 
spread minute-movie campaign 
(900 theatres, following sales quo- 
tas) can be put into print in these 
pages someday soon. West Coast 
(NY) and Jam Handy produced. 
* EMBARKED on a course of eight- 
time-a-year publication, Business 
Sereen’s dating schedule draws it 
plenty of reader correspondence of 
the “can’t wait ... why don’t you 


come out oftener” variety, and a 
few digs from people who like to 
live on the calendar and read their 
magazines with the monthly bills. 
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To one and all the editors reply 
that they consider this publica- 
tion’s task one of creative and orig- 
inal leadership rather than that of 
news reporting; that a more liberal 
schedule favoring research is in 
these times to be preferred to an 
antedated system that brings out 
magazines on a newspaper basis 
and that sometimes pulls them out 
of existence by its irresistible force. 
As witness a lamented Scribners. 
* Exuisirors at the recent Oil- 
World Exposition held by that in- 
dustry in Houston used films with 
such effectiveness that 
the Houston Press busi- 
columnist, Paul 
Hochuli, was lead to re- 
mark: 

“More and more ex- 
hibitors are turning to 
this form of presenta- 
tion (films). Two or 


ness 
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Behind the Screen ......... 


ness Screen Magazines, Inc. Trademark Reg. I 


CAMERA EYE 


c Oo 
ings S FE 


MM EN T 
LM S$ 


more films are growing this year 
where only one unreeled during the 
last show. There should be plenty 
more at the next. 

“A lot of the dryness has been 
taken out. You don’t get a bunch 
of stills and blue prints. A number 
of the films have story structure 
upon which the product is exhibit- 
ed. Some are in color, and there’s 
lots of action in all.” 

* New anp Newsworrtny: Henry 
Hobart heads the recently opened 
New York offices (41 East 42nd 
Street) of Industrial Pictures, Inc., 
Detroit producer, it 
was announced by Her- 
bert V. Book, president. 
Bertram Willoughby, 
who heads the Ideal 
Picture Company in 
Chicago, is the new 
prexy of the Allied 
Non-Theatrical Film 
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Field Mechanic: An Aviation study by 
Robert Yarnell Ritchie for American Airlines, Inc. 
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@ Business Screen Magazine, issued by Business Screen Magazines, Inc., 
Twenty North Wacker Drive, Chicago, Illinois on May 15, 1939. Editorial 
Director, O. H. Coelln, Jr.; Managing Editor, R. C. Danielson. Acceptance 
under the Act of June 5, 1934, authorized February 20, 1939. Issued 12 
including 4 Visual Education Numbers (not circulated in 
the business field) . Subscription price: Domestic $5.00 for twelve numbers 
(of Business Screen). 50c the copy. Foreign, $6.00. Publishers are not re- 
sponsible for the return of unsolicited m.s. unless accompanied by stamped, 
self-addressed return envelope. Entire contents copyright, 1939, by Busi- 


1. S. Patent Office. 








Association just organized. The 
Association will direct its activities 
against print bootlegging, duping; 
will fight adverse legislation, en- 
deavor to get better releases and 
work for closer cooperation within 
the film distributing library busi- 


ness. 

* ANNOUNCEMENT this month of 
Cinecolor’s developments in the 
lémm. print field has been noted 
with interest by business film us- 
ers. The economy of this 2-color 
process will add an effective 
weapon to advertising armament 
if uniformity is achieved in the 
prints. 

The news from the Coast also 

carries some interesting notes con- 
cerning Magnacolor and its pos- 
sible adaptation to business films. 
Of all color processes the user will 
demand what only Technicolor has 
thus far always given — uniform, 
dependable quality; but perhaps 
this demand will now be met by 
technical standardization in the 
other processes as well. 
* Somepay the prospective spon- 
sor of a commercial motion picture 
will call a producer into his office 
and say, “I want you to make a 
picture for us. One of those adver- 
tising movies like Union Pacific. 
We'll put on a premeer in Apple 
Junction that will make Omaha 
look like a whistle stop on the 
Toonerville Trolley.” 

If the producer belongs to the 
Goldwyn or Zanuck menage he 
will spend the rest of the afternoon 
explaining that Hollywood's atti- 
tude on commercial tie-ups is that 
of appearing pleasantly surprised 
via its exploitation department if 
the story department happens to 
think of a yarn that somebody else 
will help the studio advertise via 
the newspapers, magazines, win- 
dow displays and other forms of 
publicity. 

But Goldwyn’s Hollywood is a 
haven for simon-pure amateurism 
insofar as any advance selling of 
True 
motorears, air- 


screen ideas is concerned. 
enough, 
plane travel, tractors, magazines, 
refrigerators, and ladies frocks are 
frequently “plugged” but 
things are arranged on a basis of 
diplomatic reciprocity which can 
hardly be depended on as a sub- 
stantial means of merchandising 
by any type of business. For what 
Hollywood giveth it often taketh 
away and today’s pleasure jaunt in 
a Whooziz Eight is tomorrow’s 
dizzy whirl ahead of a posse which 
ends suddenly in a spintering crash 
hardly fit for polite mention. 


busses, 


those 
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The problem of business is the problem of education. 
Consumer acceptance calls for consumer knowledge 
of the wares, services and methods of business. 


There is but one channel through which consumer 


acceptance can be achieved to the point of complete 
satisfaction of consumer doubts. 


Only the talking motion picture can bring the co- 
ordinated pressure of factual appeals to the eye, ear, 
mind and emotion. 


MODERN TALKING PICTURE SERVICE complements 
the production of these essential business films 


MODERN TALKING PICTURE SERVICE, INC. 


9 ROCKEFELLER PLAZA (An Independent Organization) NEW YORK CITY 
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arting acceptance. 


with a pre-determined, selective national distribution, 


MODERN TALKING PICTURE SERVICE presents your 
commercial film when, where, how and to whom 
you require. 


MODERN TALKING PICTURE SERVICE, through its 
local units, blankets the country, if you want that, 
or it will pick out of the mass the particular men, or 
women, or children you want, and to the number 
you want. 


MODERN TALKING PICTURE SERVICE invites you to 
ask for proof of its ability to serve you. 
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® Every business day, over the editorial desk 
of Business Screen, sifts an allotment of press 
clippings gleaned from the newspapers and 
magazines of a thousand-odd towns and inter- 
ests throughout the United States. 

Each item contributes its small element of 
news, unimportant in itself, of a commercial 
motion picture showing. Heaped together, with 
a liberal budget of other new sworthy announce- 
ments concerning the progress of the film 
medium in business, the clippings reveal the 
tremendous activity connected with the dis- 
tribution of commercial pictures. Even a hasty 
sampling of an average day’s quota unveils the 
size and scope on which the showing of these 
films now operates: 

Charlotte, N. C. 
new Goodrich picture; Morris, Ill. 


Advertising Club sees 
Rotary 

Mer- 
cantile-Comemittee are guest? at Sunkist show- 


views Trees and Men; Clinton, Mass. 


ing;: New Kensington, Pa. Kiwanis see 
Sgudebaker fdm; Danville, Ky. 


McCormick-Deering equipment movies; Com- 


Farmers see 
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West, Minn. 
features association’s new picture 
“Your Money and Mine”; Waterville, Me. 


1939 Frigidaire 


mercial Wisconsin bankers 


meeting 


employees entertained with 
motion pictures ... 

No rival for the Hollywood affections of the 
public, commercial films show to their audi- 
ences throughout the day; pile up attendance 
records among women at hundreds of weekday 
and crowded Saturday morning showings. 
Luncheon groups of the most active citizens, 
members of Kiwanis, Rotary, Lions organiza- 
tions frequently see instructive-advertising 
reels. Evening showings at regular club meeting 
hours are brief, draw to the sponsoring organ- 
izations a larger attendance than usual, thus 
promote community spirit. 

Last vear’s most conservative estimates, al- 
though difficult to compute because of spon- 
sors’ modesty and aided only by the accurate 
checking systems in use among projection serv- 
ice organizations (signed attendance cards, offi- 
cial reports, etc.) would place the total num- 
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ber of commercial showings at approximately 
110,000, the total attendance at well over 100,- 
000,000 persons. What does this figure include? 
Do round numbers of attending audiences ac 
curately gauge the value of sound motion pic- 
tures? What kind of circulation, in the matter 
of incomes and influence, does this total indi- 
cate? Therein lies the “other half” of the Story 
of Business Films, to use a well-worked title 
phrase, and possibly the solution to its even 
tual future on the American business scene! 
Well-established by its record of consistent 
results and the simplicity of its production and 
distribution is the entire classification of busi- 
ness films for the training and edification of the 
company salesman, the jobber and dealer and 
other types of employees and specific buying 
groups. Numbers as definite as the names on 
the company payroll (in fact, the same) or in 
the sales invoice files can be safely counted 
on as the circulation field for the proposed film. 


The problem is (Continued on next page) 
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solely one of intelligent production by capable, 
experienced business producers. 


Not so easily identified are the members of 


the business film’s “mass public.” The problem 
here is not one of attendance totals but of 
“selectivity” and of an understanding of the 
existent forms of distribution, their costs and 
the extent of their services. 

Numbers may be the only criteria in the case 
of motion pictures relating to nationally mer 
chandised products retailing at a dollar or 
less. Similarly, a picture with a public re 
lations message intended for all classes of 
adults will not find it difficult to reach 
millions of persons providing it possesses 
a good quality of interest or entertainment. 
But as the price of the product rises and 
the buyer market thins, so the problem of 
distribution of films parallels that of the 
“class” periodicals aimed at relatively 
small sections of our national population. 

At this point, the motion picture posses 
ses a tremendous advantage in its ability to 
deliver a lengthy message with little loss of 
interest. Necessarily selective anyway be 
cause it must assemble its audience (of any 
size) before a centrally-located projector, the 
film is proving the most successful means of in- 
fluencing public opinion with a minimum of 
wasted effort. That it can sell aeroplanes or 
silver fox furs better than any other form of 
sales material, including most personal sales- 
manship, can also be definitely arrived at on the 
basis of comparative results achieved in simi- 
larly limited fields of selling. A nickel soda- 
fountain drink or a million-dollar industrial 
enterprise are as easily sold. 

Next to the unmistakable efficiency of films 
in the sales-training-dealer organization field, 
the least expensive and most effective form of 
distribution is that of the fair or exhibit show- 
ing. The New York World’s Fair, despite the 
utterly ridiculous and high-handed intrusion 
of projectionists and other kinds of discourag- 
ing union activity, represents a model field for 
the distribution of general “consumer” pic- 
tures. Ready-made hourly audiences (most of 
them with sufficient means to pay their way 
into the Fair), inexpensive sponsor-owned 
theatre setups, and the unquestioned gratitude 
of attending thousands for the restful, interest- 
ing period afforded by the sponsor, brings the 
film medium out miles ahead of all competing 
exhibit forms excepting the most elaborate. 
Five hundred films sponsored by all types of 
business will bear sufficient and convincing 
witness at the New York Fair 
That the film serves to “capsulize” an other- 
wise impossibly long public relations or selling 


alone. 


theme is a final, self-evident advantage for all 
types of exhibit showings including those at 
conventions, etc. 

But the film is, in itself, a World's Fair. To 
influential adult audiences in Burlington, Iowa; 
before women’s clubs in Wheeling, West Vir- 
ginia; down in Georgia, up in Oregon, the 
shadows on the screen and accompanying voice 
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hold spellbound with interest many millions of 
worthwhile persons who may never find it con- 
venient to visit the New York or San Francisco 
Fairs. As group-minded citizens interested in 
community affairs are good citizens, these are 
very worthy audiences of excellent prospects 
for the products of the automobile manufac- 
turer, the insurance company or the household 
products concern. The film alone can bring 
them the genuinely educational and welcomed 





story of this product or that; from films they 
will get the desire for future travel or personal 
improvement; the knowledge for better living. 


How does the prospective sponsor of a picture 

reach this audience and what is the cost? 
Tue Ricur Kinp or AuDIENCE 

* Since the commercial talking picture’s sole 

purpose in life is that of selling 


ucts or ideas 


either prod- 
the problem is simply one of 
reaching prospects at the lowest possible cost 
per prospect. But the cost-per-prospect must 
also take into consideration (1) the tremen- 
dous power of the selling message delivered; 
(2) the length of the uninterrupted selling in- 
terval and (3) the absence of waste circulation. 

Mass audiences are easy to get for certain 
kinds of pictures. Two baseball league films 
now in circulation could reach double their 
present audiences simply by providing the ex- 
tra prints necessary to fill bookings now post- 
poned or rejected. Similarly, sound movies of 
a general interest nature and of good tech- 
nical quality such as Materials, Men Make 
Steel, Trees and Men, An Evening with Edgar 
A. Guest, Symphonies in Fragrance, and the 
like can reach as many audiences as the spon- 
sor wants. For a great many pictures, partic- 
ularly those dealing with a product in the mass 
selling market or on matters of general public 
policy, quantity distribution is desirable. The 
only limiting factors in this event are (1) The 
quality of the picture to be presented and (2) 
The size of the appropriation available to pur- 
chase necessary prints, projection service, 
equipment, etc. 

But if the problem is one of selectivity in the 
matter of groups by income classification, mar- 
keting areas, age or other specialized needs of 
the sponsor (according to the character of the 
message or the price of the product), then the 
distribution setup is of a different character. 





However, both “mass” and “class” audiences 
can be reached according to certain definite 
patterns of distribution and here are the exist- 
ing outlets available: 

I. Secturmnc It To Tue Masszs: 
* Two classifications, theatrical and non-thea- 
trical distribution, account for film showings to 
the general public. The term “theatrical” in- 
cludes only entertainment theatres where a 
paid admission is charged and does not ac- 
count for showings in sponsor-rented or 
constructed theatres. 
Theatrical Showings: Except for direct ad- 
vertising films of the 60-second variety, 
familiarly known as “minute movies”, this 
field is limited to one-reel subjects of a very 
general public relations character or of a 
variety show—entertainment type. Well- 
produced entertainment subjects in which 
the sponsor’s sole interest is a credit title 
or the appearance of his product without 
mention in dialogue are widely accepted by 
exhibitors. One-reel subjects which per- 
form some public service or offer informa- 
tion of a highly-interesting nature, i.e. 
Men Make Steel (for United States Steel) ; 
Once Upon a Time (for the Metropolitan Life 
Insurance Company) ; Frontiers of the Future 
(for the National Association of Manufactur- 
ers); We Drivers (General Motors) ; Trees and 
Men (Weyerheuser); and Accent on Youth 
(Coty) are notable examples of the superb 
production, the high quality of entertainment- 
interest and the lack of direct advertising which 
are absolutely necessary to achieve widespread 
exhibition in this field. That the quality of 
these free “shorts” is often far superior to the 
Hollywood product offered the exhibitor is 
also worth noting. 

The public and thus, the exhibitor, finds no 
objection to intelligent “documentary” screen 
subjects with either entertainment or educa- 
tional values. If it did, such pictures as Union 
Pacific, Wells Fargo or High, Wide and Hand- 
some would never have been made nor would 
they have played to such large and enthusiastic 
throngs. 

If direct advertising, particularly of the 
‘wildeat” local variety can be improved or 
removed from the theatre screen, public dis- 
approval of commercial films in theatres would 
be in large measure completely dissipated. Na- 
tional screen advertising (minute movies) 
has recently attained a new high level with 
the addition of color, etc. Direct advertising via 
such films is accepted by approximately 8,000 
theatres in both urban and rural markets. 


II. Arminc At Your Prospects 


* Non-theatrical Distribution: This includes 
three general fields: (A) Group Showings with 
company-owned equipment or by professional 
projection services and (B) Promoted Audi- 
ences, such as department stores, travel shows, 
rented theatres, etc. A third classification (C) 
would include Request Distribution by ex- 
press to schools or groups owning projection 
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equipment and, finally, the large fields of “plus” 
circulation possible through film libraries ac- 
cepting prints for circulation. This last group 
includes the state visual service libraries which 
supply schools and farm bureaus, ete. and pri- 
vate national distributing libraries. 
Companies such as Standard Oil, Interna- 
tional Harvester and other concerns having 
large field organizations put on their own shows 
with traveling representatives. The perfor- 
mance is staged in the dealer salesroom, in a 
rented hall or in an open-air park (in the sum- 
mer). Needless to say, 
usually packed to capacity. 


such showings are 

The services of professional projection or- 
ganizations, on the other hand, facilitate the 
distribution of pictures before many club and 
other prospect groups in distant towns and en 
able the sponsor to put on uniformly perfect 
performances in many cities within a definite 
time period. The costs of both methods depend 
on the size of program desired. For one type, 
the ownership of projection equipment, supple 
mented with a schedule of other showings may 
do the required job. In another case, the qual- 
ity of the film and the demand for showings 
may be so great that the sole distribution ex- 
pense is that of expressing and print mainte- 


nance. Economy in cost-per-person has lowered 
the cost of professional projection services; the 
improvement of sound projection equipment 
has raised its quality. Again, recent price econ- 
omies in the sound projector field have again 
aided the important cause of distribution. 

PrincipaL Reram Marker AREAS SERVED 
* One interesting summary furnished to Busi 
ness Screen recently shows the efficiency with 
which projection services now operate in al- 
most every principal retail market area. Only a 
few of the principal market centers are not 
served by some form of operation, either 35mm. 
or 16mm., and even in these it is possible to 
have professional showings scheduled. 

The important conclusion is simply this: 
whatever its form or the nature of the produc 
tion, some form of distribution must be ac 
counted for in the plan of production. Certainly 
no picture can be intelligently planned without 
consideration of its potential audiences. That 


fives the field of distribution. Then the cost 
of that distribution must be squarely and hon 
estly faced by the producer, the agency (if one 
is involved) and particularly by the sponsor. 
If that cost involves the purchase of projectors, 
of an adequate number of prints for all fields of 
possible use, or of the services of professional 
projectionists, it must be a part of the first and 
of the final budget 

There is no possible escape from this re 
sponsibility. If the producer seexs to escape it, 
he relegates his organization to the position of 
the printer or the photographer in the produc 
tion of advertising. It is not the client’s re 
sponsibility, particularly if the client is not a 
long-established user of the film medium and 
therefore unfamiliar with its phases. For a 
film well-determined 


course of distribution aimed at the right pros 


commercial without a 


pects jor its message is like a magazine u ithout 


circulation or a radio program without listeners. 


110,000 SHOWINGS: 100,000,000 PEOPLE attended reported sponsored film performances in 1938 and the 


totals rose sharply as millions more were recorded at dealer meetings and conventions; attending 


theatres showing entertaining, well-liked sponsored “shorts”; and visiting Fairs and exhibits where 


films were the favored means of capturing visitors’ attention; “capsulizing” otherwise impossible 


sales messages. Selling the business of America to Americans; explaining beneficial products and 


processes; teaching the way to a better living for salesmen, clerks and their bosses 


Isa big one 
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the film’s job 


which it does better than any other form of idea communication known to man 
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It only takes one “unbeliever” to spoil an 
entire theatre audience for your screen 


advertising message. 


by Law rence Mi. Rose il h; | 


@ This business is different! 
Despite its triteness, this thought must be 
paramount in the minds of those who are con- 
fronted with the problem of preparing one-min- 
ute commercial picture 
theatrical distribution. 

The conditions under which a minute movie 
is presented differs greatly 
rounding any other advertising medium. Hence 


motion 


from those sur- 


a clear knowledge of what types of production 
should be considered must first be preceded by 
an understanding of these differences. 

Screen advertising is the only medium whose 
effect upon any one individual in the audience 
will influence reception by the entire audience. 
For instance: A magazine or newspaper ad 
vertisement may appear exaggerated (or even 
downright silly to some cynical reader. He 
thereupon gives vent to a mental “razzberry”, 
sets down the publication and the matter ends 
right there. (Even professional “unbelievers” 
only put a “few friends wise”) . Or, take a radio 
announcement. Over the air comes a plug for 
Thrill Cigarettes to fallen 
“Copies” of this ad go into individual homes. If 
a listener or the family group don’t like it 
well, a twist of the dial — and no harm is done 
except in that particular house. Meanwhile in 
both cases millions of readers or listeners drink 
in the publicity, believe it and act upon it. 

Not so with motion picture advertising. 
Here, your advertising is presented to large 
group audiences not individuals. Therefore 
your message must be planned not merely to 


relieve arches. 
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shorts for 





please the general average of people but must 
take into consideration the need for believ- 
ability to the “eynics” as well. Remember if 
just one or two people in any given theatre 
audience find your presentation ridiculous, an 
immediately apparent reaction is set up. Rest- 
. or laughter at (not 
with) will instantly affect the entire audience. 

An understanding of the above condition 
points out that BELIEVABILITY is the biggest 
word in planning scenarios. 

The second basic difference is the fact that 
a theatre audience has to see and hear the ad- 
vertising message ... it has no other choice. 
While this is a condition greatly to be desired 
by an advertiser as he need not fight secure at- 
People who 
pay money for entertainment and instruction 
when they buy magazines or newspapers do 
not have to read the advertising. Even free 
entertainment via the radio carries no obliga- 
tion to hear the advertising. But when a patron 
spends from 15c to 50c to be entertained or in- 
terestingly instructed for two or three hours, 
the screen advertiser must take this into con- 
sideration. His playlets then must contain some 
real news value or if they embellish the com- 
mercial with entertainment instead, the play- 
let must match in excellence the Hollywood 
entertainment part of the program. 

The third peculiar condition which governs 
the presentation of commercial theatrical 
shorts is the viewpoint of the “publisher” — i.e. 
exhibitor or theatre manager. In all other 


lessness ... whispering . . 


tention, it can be a “boomerang”. 





media the publishers are primarily in business 
for the sake of the advertising revenue. Hence, 
their censorship and restrictions are based 
solely on the desire for truthful, accurate adver- 
tising. But the copywriter and plan man who 
sit down to create minute movie scenarios must 
look at the movie publisher in a different light. 
In the first place the exhibitor is primarily in 
business for the money he makes from enter- 
taining the public — not for the advertising 
revenue. Secondly, being a showman himself, 
he “knows” exactly what his audience likes 
and doesn’t like. Within reason, his stand is 
well taken 
theatres has been based, to some degree, on his 
ability to pick pictures that please the largest 
number of his potential audience. 

Therefore you will find the exhibitor ready 
and willing to refuse to show minute movies 
which he thinks will not please his audience. 
No blatant commercialism for him particu- 
larly if he is a big independent or a part of one 
of the better chains unless the sales story can 


the success of his theatre or 






really be turned into a “news ad” and contains 
the instruction value and fast tempo of or- 
dinary news reels. The ability to handle produc- 
tion this way is dependent to a large extent not 
only on advertising brains and a knowledge of 
movie technique, but on a clear understanding 
of the exhibitor type of mind. 

WHAT KIND OF PLAYLET TO USE? 
A realization of the foregoing and a personal 
study of literally scores of minute movie cam- 
paigns makes possible the establishment of a 
few principles to help in selecting the type of 
minute movie that should be used. 
1. THe Newsreet Tyre: Wherever a product 
can best be sold by demonstration, then the 
demonstration technique should be applied to 
movies. Here is the one medium that can — 
with sight, action, sound actually put on a 
low cost controlled demonstration to large 
audiences, and is for this reason the writer's 
first choice of production technique for most 
sales stories. Care must be taken that the lead 
into the commercial exposition is interesting 
and logical . . . and that the demonstration 
itself is “newsworthy”. If either of these ele- 
ments are missing, the playlet becomes just 
another straight commercial — unliked by 
many exhibitors and resented perhaps by some 
of your audience. 
2. Cartoon AnrMatTion: The success of Walt 
Disney, the Pop-eye films, ete. and sub- 
sequent surveys showing Mickey Mouse and 
Donald Duck rating high, have given adver- 


BUSINESS SCREEN 

















tisers great impetus in the use of cartoon ani- 
mation for minute movie commercials. And 
from the standpoint of both the audience and 
the exhibitor, the use of this technique is 
especially desirable. However, cartoon anima- 
tion can not logically be called the answer to 
the question in every case. After all, buying 
and selling are fundamentally serious business. 
And, it is true, that when a product is thor- 
oughly and interestingly demonstrable it is 
well to remember that accurate photographic 
records carry a much greater note of authen- 
ticity and believability. However, the news 
values of some products are too deeply hidden 
from the camera’s eve — in such cases consider 
the use of cartoon animation. 

This popular technique has also found favor 

to solve the advertising presentation problem 
when the sales story contains no news value. 
Here, entertaining cartoon animation with off 
stage verse or song can lighten the commercial 
wallop and make it acceptable. Care should be 
taken, however, to make certain enough sales 
punch is left in the playlet as the tendency in 
this type of scenario is to go strong on enter- 
tainment and not contain enough reasons why 
the audience should buy. 
3. PLOT AND DIALOG: Some advertisers, bearing 
in mind the success of dialog plot commercials 
on the air, have attempted to use this type of 
script for minute movies. The plot story is ad- 
mittedly more dramatic and should logically 
have high retention value. But there are two 
drawbacks which must be overcome by excel- 
lence of production. First you have only one 
minute to one and a third minutes for the de- 
velopment, climax and sales story. Secondly, 
advertising plugs, spoken directly by the ac- 
tors, generally sound artificial. “My dear —-this 
new X YZ cleaning compound is wonderful be- 
cause it contains a special active agent” — is 
stagey. It is not the natural way for people to 
talk and it has many times received ridicule 
from the theatre audience. This danger may be 
eliminated by using dialog and plot to set up 
a situation and then cut in with off stage com- 
mentation. 

In the final analysis, no rule can be set down 

.. no infallible reasoning can say this type of 
playlet is better than that. Careful considera- 
tion of the adaptability of the product to the 
screen plus an understanding of the objectives 
of the campaign .. . should be combined in each 
individual case with the peculiarities of the me- 
dium itself. 

From the mixture will come the form to fol- 
low. Then, sharpen the pencils, take out the 
stop watch, and let creative imagination go to 
town. 

* * * 


* Unusual problems of production faced Audi- 
vision, Inc. executives who directed the Agrico 
(American Agricultural Chemical Company) 
film, The Soil. For one thing photographic 
crews “planed” to Florida, South Carolina, 
Maryland, Washington, Maine, upper New 
York State, Wisconsin and Minnesota to shoot 
the actual farm scenes which make up the bulk 
of the picture. 

The extensive air traveling necessitated 
lightweight portable 16mm. camera production 
and not much regard for weather conditions. 
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The NEW FILMS 


HIGHLIGHTING THE NEWS ON 
CURRENT PRODUCTION ACTIVITY 


© NEW AND IN PRODUCTION: American Airlines 
20-minute sales picture (by Wilding) with an 
added educational short for possible theatre 
Chevrolet safety films: 
Quiet, Please! which shows how automobile 


release. Three new 


manufacturers do their utmost to keep noises 
out of the passenger compartment of the car; 
King Cotton, which demonstrates the impor- 
tance of cotton products in the manufacture of 
automobiles, and With Care, which emphasizes 
the safe and courteous driving habits of the 
truck driver. Studebaker’s new film, Ahead of 
the Parade, is based on the new Studebaker 
Champion models and is getting widespread 
dealer cooperation, 


* Roland Reed Productions, Culver City, re- 
cently completed the Shell Traffic safety pic- 
ture, Show Your Colors; also note the comple- 
tion of a Technicolor production for the Bureau 
of Roads, United States Department of Agri- 
culture. The picture covers the history of high- 
ways in the U.S. from 1539 to 1939 and is being 
shown in the Bureau’s exhibit at the San 
Francisco Fair. 
* Texaco’s The Surprise Party screened for 
Business Screen recently in New York at our 
request, fulfilled all expectations. A topnotch 
sales training subject which has already won 
all kinds of acceptance among service station 
operators, The Surprise Party does its job sim- 
ply, directly and emphatically as it turns the 
old success-story formula inside out to drive 
home the Texas Company’s service station 
profit-building plan. 

Cast in Hollywood and well-typed, The Sur- 
prise Party was produced by Caravel Films 
(NY) as the first of their West Coast program. 


* Another Caravel production of a highly tech- 
nical nature was Inside the Flame produced on 
the story of carbon black for limited distribu- 
tion to the comparatively few but mighty pros- 
pects for this material. Inside the Flame is note- 
worthy for its excellent camera treatment and 


TEXACO’S SELLING STORY IS PUT ACROSS WITH PUNCH IN THE 
company’s new sound motion picture The Surprise Party. 


Caravel 








for the very simple and understandable way 
in which it delivers the product story. 


* Futter & Smitu & Ross, INc., advertising 
agency, has signed with Audio Productions, 
Inc., to produce a feature motion picture in 
Technicolor, The Middleton Family At The 
New York World’s Fair for their clients, the 
Westinghouse Electric & Manufacturing Com- 
pany. Production is being carried on at the 
Long Island Studios and on location at the 
New York World’s Fair. 

The new picture will be the third to be pro 
duced for the motion picture department of 
Fuller & Smith & Ross, for Westinghouse, by 
Audio. Preparation of the shooting seript will 
be supervised by G. R. Hunter, Vice-President 
of Fuller & Smith & Ross, with Reed Drum- 
mond, of the New York agency staff. The film 
is to be directed by Robert R. Snody, of Audio 
Productions. Technicolor-In-The-East will 
provide color for both standard and 16-milli 
meter release prints, as desired. George Glad- 
den, color-director, and William Steiner, color- 
cameraman, will superintend the Technicolor 
photography. 

The Middleton Family have been featured 
in a series of color-pages in leading weekly 
magazines advertising the Westinghouse ex- 
hibit at the New York Fair. The family is 
described as “a family of folks you know 
friends who live around the corner” and since 
doing the Fair is what everybody hopes to be 
doing this summer, the film is planned to take 
back this thrill to those unfortunate ones who 
won't be able to reach New York. The divert- 
ing adventures of Babs and Bud, their. father 
and mother, and Grandma, will be shown in 
conjunction with a fascinating story of elec- 
tricity’s marvels, against a background of the 
World’s Fair and the Westinghouse Building. 
The film is to be ready for exhibition with the 
mid-summer World’s Fair season. 

* London, April, 1939.—-The acceptability of 
advertising films is shown by the fact that 
they have been exhibited in 4,300 of the 5,309 
motion picture theatres in Great Britain and 
Ireland, Harold B. Saward of Saward, Baker 
& Co., Ltd., said in a speech here at the Regent 
Advertising Club. Mr. Saward said he thought 
there was much room for improvement in most 
advertising films. The New York Times 
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* Visual-minded businessmen, recognizing the surge toward 
pictorial journalism, the movies and all forms of visual ad- 
vertising, are awakening to hitherto unexplored fields of 
usage in which the motion picture and slidefilm are to play 
an important part during this decade. 

The phrase, “Let’s sell it in pictures” will be heard more 
frequently this year and yet the basic understanding of films 
apparently needs much improvement. What happens once 
the idea of films is accepted in the average business organi- 
zation and an appreciation of the factors of cost and per- 
sonnel involved may be derived from this extensive pano- 
rama of the business film producer’s plant at work. The pie- 
tures do not tell one single film story; they represent the 
activities of many recognized and able business studios 
from California to New York. 

Here, step-by-step, is the story of your next picture in the 
making: 
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1. The Scenario 


. Most good business films begin with an idea; then the first 
organizing step is taken with the writing of the scenario and 
“shopting script. Here, on paper in typing (and in pencil 
. of the artist’s scene sketches), are begun the work of crea- 
mmorpg 
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2. The designer plans... 


and accurate architectural drawings 
bring realistic proportions to hasty pre- 
liminary scene sketches for your sets. 
Here materials, labor and time are care- 
fully estimated to fit a pre-determined 
budget. “Flats” or standard background 
panels; props and possibly your own 
equipment must be planned and placed 
to tell the selling story... all with a care- 


ful eye toward economy and effect . . 


' i 
8. Casting the players 
. 

is a job you’ve envied but which isn’t as 
simple as it looks. No glamorous “stars” 
but able, experienced character players 
will put over your screen story. Realism 
demands the utmost care in portraying 
business types if the story calls for a dra- 
matic technique. Company employees 
and executives may appear ... but it 
takes professional talent to deliver dra- 


matic dialogue that really sells... 


14. Animation helps explain 


a difficult mechanical process or a tech- 
nical point; whatever can be told by il- 
lustration can be skilfully depicted in 
sequences drawn by artists. Mechanical 
or technical animation helps put over 
the idea just that much better and is 
a frequently used tool. In color or black 
and white, the animator explains in 
simple, easily understood terms the in- 


ner workings of a machine or process... 
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). Studio stages are vast 
and necessarily so, for the build- 
ing of large sets, sometimes in 
multiple units requires plenty of 
floor space and lots of ceiling 
height. Above the sets are cat- 
walks and gridirons from which 
lights, background flats and even 
cameras are worked. The all-im- 
portant camera angle is the first 


consideration. 


11. Recording the sound... 


microphones, on stage, gather 
dialogue and incidental sounds 
while the scene is being photo- 
graphed — the sound is carried 





to the “monitor” who controls 
volume and the relation of the 
impulses and clears it to the re- 
cording room where, via a beam 
of light, the pulsating electric 
current becomes a permanent pic- 
ture of sound on celluloid. 
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17. Sereening the Answer 


For the first time, the customer 
sees and hears what he has bought. 
The Answer Print might be com- 
pared to a proof of an advertise- 
ment with its typesetting and en- 
graving proofs pasted in. Here 
final suggestions and editing notes 
are discussed and the film is ready 
for duplicating in extra prints for 


the field. 




































































































3. Sets are constructed... 


in studio carpenter shops by ex- 
perienced “old-timers” who bring 
their years of skill into the build- 
ing of props and sets. The modern 
commercial film producer has 
equipment and facilities the equal 
of any in the world ... but he has 
also learned the important secret 
of efficient economy necessary in 
the business film field. 





9. Scenes are rehearsed 


as actors and the director as- 
semble on the set preliminary to 
actual filming. The scene is dis- 
eussed from the all-important 
shooting script. Commercial film 
direction isn’t of the tempera- 
mental variety. The client’s story 
and the budget rule out anything 
except skill; getting the best out 
of the story and talent is the job 
athand... 















































15. Studio technique 


to aid the punctuation or se- 
quence of the picture, the power- 
ful photomontage (right) or sim- 


ple “wipes” and “dissolves” bring 
smoothness and heighten the in- 
terest in the picture. The film 
editor’s task is simplified by the 
ingenious “optical printer”. The 
smooth flow of a well-edited film 
heightens audience interest. 


6. The right camera angle 


sometimes makes it necessary to 
perch the crew on platforms high 
above the set. Technical skill in 
dramatizing your product brings 
out the important 


sales” advan- 
tages; “hidden values” you hard- 
ly realized existed are put forward 
in unequalled interest for the 
benefit of future audiences; your 
prospects in the field! 





12. For “off-screen” voice 


sometimes sound effects and a 
commentator’s dialogue are add- 
ed to scenes previously filmed as 
illustrated in this study of the 
light images formed by the voice 
of Lowell Thomas. As the narra- 
tor views the finished scenes, his 
voiced comments are recorded 
and synchronized for the sound. 






















18. The audience approves 


with a heart-warming burst of ap- 
plause as the final scene fades 
from the screen. The shadows 
which the client bought are now 
impressions on the minds of his 
customers and if the picture has 
accomplished that purpose he has 
made a good investment. 


4. Some props are big 


as illustrated by this giant-sized 
automobile wheel which a sponsor 
used to put across an important 
mechanical advantage possessed 
by his product. But whether the 
“prop” is the customer’s actual 
product, his own equipment or 
the realistic “dummy” construct- 
ed for film purposes — its place 
in the “story” is important... 













































































10. Quie-e-et! Camera! 


and a top-notch cameraman with 
his crew performs for the director 
as the actual “shooting” begins. 
Creative work continues through 
this vital step in production and 
the director may change scenes, 
add some, improve camera angles, 
lighting, sets just so he gives the 
client more for his money without 
increasing the budget. 





16. In the cutting room 


the term “cutting” tends to mini- 
mize the importance of film edit- 
ing. Here a picture can be “*made” 
or “broken.” A good film editor 
can make a masterpiece of a pro- 
duction which might otherwise be 
just another picture. Deleting 
overly long sequences is only one 
of the necessary tasks; there are 


oy 


many other “tricks” in the cut- 


ter’s trade. 
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7. The juicer is ready 

with the battery of high-powered “ares” 
which illuminate the sets. Here, again, 
the commercial producers expensive 
and thorough studio equipment helps 
make successful the salesmanship of 
your film. One scene may require more 
light than the average house uses in a 
year. Many types of lamps must be avail- 
able to get the proper lighting for color 


and the best black and white photogra- 


phy... 







13. Camera on location 


and if the story demands, up in the air 





to get an ore-derrick’s view of an im- 
portant scene. Portable camera and 
sound equipment take the mountains to 
Mohammed when the occasion de- 
mands, Into mines or mills; at sea or in 
the air — they follow the script! The 
camera is the world’s best interpreter 
of the modern industrial scene. 


























19. and sales mount up! 


as groups of prospective customers in a 
hundred cities and a thousand are 
convinced by the realistic power of the 
screen image, salesmen and dealers 
hear the applause that counts — the 
magic symbol that spells orders on the 
books — dollars in the till. 












PICTORIAL CREDITS 


5, 7, 14, 15: Courtesy Audio Productions, Inc. 
Caravel Films, Inc. ( 

, 6, 16, 17, 18: The Jam Handy Picture Service 
1, 12: Eastman Kodak. 

3: Roland Reed. 

19: West Coast Sound Studios (NY) 








SPEAK YOUR AUDIENCE'S LANGUAGE 


IT’S NOT YOUR CPINIONS BUT THOSE OF THE 


PUBLIC THAT COUNT—by J. 


® A script writer recently spent several weeks 
in the dead of winter riding with the salesman 
driver of a rural oil supply truck, calling on 
farmers. He learned the fuel requirem¢ nts of 
the farmers, the sales methods of the driver, 
and gave an attentive ear to the talk of both. 

Back in the office he wrote a motion picture 
based on the approved sales procedure of the 
oil company, and rendered it human and in- 
teresting by his first hand knowledge of the 
subject. The film was a successful stimulant of 
sales. Its success was attributed to the fact it 
spoke the language of the group of men it was 
aimed at. These salesmen-drivers recognized 
themselves and their problems in the film, and 
were therefore open to its teaching. 

This and many other important films have 
proven the success of the medium depends to a 
large extent upon knowing the audience and 
discovering the film patterns that please and 
move them to take the desired action. 

This problem of fitting the film to the audi- 
ence is simplified by the fact that audiences 
may be grouped. That they may be grouped as 
housewives, salesmen, merchants, farmers, de 
butantes. That they may be grouped by occupa 
tion, sex, age, and nationality; by the periodi- 
cals they read and the neighborhoods they live 
in. And being grouped may be known more 
intimately, and more easily sold. Therefore we 
establish the central fact that customer audi- 
ences go by groups, may be sold by groups, and 
that the successful film should talk the lan- 
guage of the group. 

But group interests change with time and 
place. A film selling cosmetics to housewives 
is out of place at a meeting of women voters. 
While at a department store it is well received 
by the same group, produces results. Doctors 
are glad to look at a film selling sterilizing 
equipment in their hospital or office. They re- 
sent having the same film shown them at a 
fraternal meeting. 

So we find that when it is aimed at the group 
buyer, talks his language, and is given a timely 
showing, the business film offers a streamlined 
selling medium. A medium from which waste 
circulation has been eliminated. A medium 
which gives a deeper penetration of the pros 
pect, reaching him where his interests lie. We 
don’t butter the whole loaf of bread when it’s 
only a slice we're eating. And we don’t pay for 
general exhibition when it’s only women buyers 
we're selling. Thus with group showings, pic 
ture circulation can be controlled and its re- 
sults checked. 

Narrowing our audience allows us to know 
them better. We can avoid their foibles, study 
their habits. From our salesmen, dealers, and 


the customer himself we can gather a world 
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of intimate information for use in our films. The 
smaller the group the more personal the ap- 
proach. A film made to sell one man could do 
a correspondingly better job than if it had to 
meet the potential interests of a thousand pos- 
sible buyers. With group pictures business puts 
back the personal element into selling. 


FILMS NEED A PATTERN 
* To crash audience inertia the film must have 
a pattern, a design. The simplest sequence of 
scenes must have a beginning, middle, and a 
conclusion. 

That is simply showmanship. Shakespeare, 
Barnum and Billy Sunday held their big stuff 
for the last act. Often it was the build-up that 
made it appear big. Barnum brought on his 
elephants, ponies, and trained seals a few at a 
time until all the rings were whirlpools of 
action. In short, these top salesmen main- 
tained suspense, planned surprises, and kept 
the audience guessing. 

Today the salesfilm is learning these ABC’s 
of showmanship. 

The advertiser is learning that even if his 
film is only a traveling show-case for the prod- 
uct it should open with interesting scenes giv- 
ing a general over-all of the action, then move 
into closer views in sequence. The concluding 
scenes should show a finished product or opera- 
tion. 

The camel is a handy shape to check the 
movie against. It has an interesting beginning 
that says ‘stop, look, and listen’. Then the 
camel obliges us with a nice hump, indicating 
a minor climax. Then the back line falls away 
only to rise to another climax, which should be 
slightly higher than the first. And finally we are 
presented with a surprise(?) conclusion. 

When planning a sales picture it sometimes 
helps to keep in mind the advice of the old 
negro preacher, “Tell °em what you're going to 
tell “em; then tell ‘em; then tell °em what you 
told ’em.” 

If properly planned, when the room goes 
dark and the picture flashes on the screen it 
commands attention. It becomes a train with 
the buyer on board, and gains r:omentum as it 
goes, carrying the buyer’s mind from where it 
is to where we want it to be. It hauls the sales 
freight because it has pattern, because the pat- 
tern fits the audience, and because it is given a 
timely showing. 

So much for the importance of planning the 
film. What specific patterns have sold group 
audiences? 

TELL, DON'T SELL, IN SCHOOLS 
* Young people, school age, influence the buy- 
ing of motorcars and are themselves potential 
buyers. They constitute a group audience. 

School, where educational subjects are up- 
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permost, offers a splendid place to exhibit to 


this group. Therefore an educational film is de- 
vised which gains admittance to the school be- 
cause it is acceptable to the authorities. This 
pattern has been called high pressure educa- 
tion, low pressure selling. Here it is: 

Hydraulic brakes, the construction of the 
frame of a motorcar, its sound-proofed body 
are fit subjects for educational films. Proceed- 
ing from general laws of physics, chemistry, 
hydraulics, the educational film gives specific 
examples of the correct application of these 
laws. It uses brakes, the valve-in-head engine, 
the sound-proofed body, for illustrations. 

To achieve its visual explanation the film 
uses mechanical animation, miniature models, 
and often a lecturer. It treats the subject in the 
manner of a popular science story, frequently 
ending with a thrilling demonstration of how 
the part correctly constructed will stop the 
car, eliminate sound, or enable it to travel over 
a rough road at high speed. 

Another pattern used successfully for “edu- 
cationals” is the “let’s you and I build it to- 
gether” pattern. Here the narrator, in effect, 
asks the audience to join with him in construct- 
ing a machine. First he describes the condi- 
tions the machine must meet. Then step by 
step, on the screen, by means of mechanical 
animation, is added each part necessary to ful- 
fill those conditions. Here the unspoken con- 
sent of the audience is gained by giving logical 
reasons for the special construction used. When 
the machine is completed the audience feels as 
if they had built it themselves and thoroughly 
approve of all parts of its construction. 

WHAT DO FARMERS LIKE? 

*So much for telling youth in public schools. 
And now how about the buyer who has more 
than a third of the national cash income jin- 
gling in his pockets? Is there a film pattern that 
will please and sell the farmer. Says he: “T like 
drama. Homely, salty, down-to-earth situa- 
tions. We don’t get the movie habit, and dur- 
ing the winter we've more leisure to get inter- 
ested in folks.” 

Sales films most successful in selling farm 
audiences have been dramatic. Back To The 
Old Farm, the first dramatic sales film, proved 
the value of drama for this group. Then for 
several years there was a detour into films 


(Please turn to page 36) 
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THE EDITORS OF BUSINESS SCREEN PRESENT AN ORIGINAL INDUSTRIAL FILM IDEA: 









* American transport planes fly the equator- 
ial trade routes of Africa — span the barren 
wastes of the Canadian Northwest — cross the 
untracked wastes of the Tibetan desert. Year 
after year they fly a multi-million miles on reg- 
ular transport schedules carrying their passen- 
gers and cargoes with an unheralded record 
of safety far more dependable than other 
forms of transportation — each year improv- 
ing this record that today is marred only oc- 
casionally by the emphasis which newspapers 
give to its accident stories. 


Behind the prowess of American aviation 
stand the great names of its builders and pio- 
ners . . . Wright, Curtiss, Sperry, Douglas, 
Boeing, Lockheed, Northrop, Rickenbacker, 
Martin, and a hundred others who have 
brought us the respect of the world. America 
stands first, along the principal air-routes of 
the world, as a builder of transports for peace. 


To our public here and in the countries of 
our friendly neighbors of Latin-America and 
Canada, we need to bring home the realization 
of the importance of our Civil Aviation indus- 
try, of the research and technical advancement 
which made possible its present leadership 
and which now make its travel the safest in 
the world. To the National Advisory Com- 
mittee for Aeronautics, to the Air Transport 
Association and to the principal manufacturers 
of American aircraft, the editors of Business 
Screen address this suggestion: 


Produce a motion picture, without advertis- 
ing intent, to bring the public the “inside” 
story of Civil Aviation. If, as most of us realize, 
the existence of a great Civil Aviation industry 
is a reassurance of National Defense, then let 
us know and understand the real greatness 
of our planes, their builders and the depend- 
ability of their daily performance both here 
and abroad. There has been too much empha- 
sis on the airplane as a weapon for war; those 
of us who know it as an instrument for world 
peace believe that story needs telling. 


Well-known members of the air transport 
industry have been identified as sponsors of 
pictures advertising the scenic beauties to 
be glimpsed along their respective routes. 
The Pan-American Airways System has re- 
cently produced another scenic masterpiece, 
in glorious color, of travel on “The Lindbergh 
Trail” and has sponsored other excellent pic- 
tures of the same type. American Airlines is 
just completing, in Hollywood, a 20-minute 
subject with a dramatic background. This film, 
edited for group showings in cities along the 
American route, and another for theatrical dis- 
tribution, are intended wholly for travel sales 
purposes. The excellent films of the United 
Airlines and of the Western Air Express are 
of a similar nature. 


But what is very evidently lacking are films 
with a horizon of interest in the future as wide 
as that of the industry itself. A natural op- 
portunity, based on the deep interest of the 
public in the state of our National Air Defense 

might well be translated into patriotic enthu- 


port companies 


siasm for what we already have. No small 
benefit would be derived from foreign show- 
ings as well. In the words of Captain Eddie 
V. Rickenbacker, writing in a recent issue of 
Collier's, I believe to make us safe in the 
air, we should at once begin a volume produc- 
tion of airplanes. I mean airplanes essentially 
for peacetime use, that will step up our busi- 
ness by carrying all the first-class mail and as 
much of the express and light freight as pos- 
sible. 


“My estimate of a real beginning is fifty 
thousand planes. We need an airplane manu- 
facturing industry that will stand up to punish- 
ing requirements if war should come. Very 
well, let us get it by building the planes now 
that will give that industry a real existence.” 


A series of films produced for the Imperial 
Airways and photographed along the British 
Empire air-routes suggests one typical ap- 
proach to this subject. These pictures were 
shown to school and adult audiences through- 
out Great Britain. Air Outpost (1936-37) pro- 
duced by Paul Rotha and directed by John 
Taylor and Ralph Keene is one of this series. 
The only “industrial” film recently produced 
here is a 16mm. production for the Curtiss 
Aeroplane Division of the Curtiss-Wright 
Corporation, Buffalo, New York. Certainly 
there is a great job of selling and telling to 
be done by the builders and instrument mak- 
ers and films are the logical medium. 


As a concrete suggestion and to bring in 
a final important thought, Business Screen 
suggests that three natural divisions of inter- 
est typify the film stories to be produced. In 
the first place, there is a “documentary” story 
to be told to the general public both here and 
abroad. In one reel, for theatrical distribution 
and otherwise, this picture Wings for the 
World would tell the story of the manufac- 
turing industry and of the world routes which 
are flown successfully by American ships. 
A second film, perhaps made by adding a 
reel to the theatrical short, would bring a 
domestic story .on air travel in America to 
club groups and other prospect audiences and 
thus return a dividend of general advertising 
to all the transport companies. This could be 
used jointly by all the airlines, shown by their 
sales agents or a projection service and thus 
promote air travel business. 


Of final importance is the drastic need for 
vocational guidance in the high schools and 
colleges, particularly for youths hopeful of a 
future in Aviation. No good pictures of this 
character exist today and yet the need for 
personnel is tremendous and pressing. With 
only 500 of our 26,000 high schools with any 
aviation activities at all, an excellent voca- 
tional guidance film, perhaps made by adding 
a reel to the previous two, would be extremely 
valuable to the future course of American 
aviation. 

“To you ... we throw the torch . . . be yours 
to hold it high!” 
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A TYPICAL ALL-PURPOSE MOTION PICTURE 










































































* A one-reel short subject. perhaps filmed in 


3 | saloe, shoal be made evalabie to all principal 


exchanges or distributed by one of the com- 
mercial film theater services. Without direct 
advertising because its purpose is wholly pa- 
triotic, this “short” might well be jcintiy spons- 
ored by the National Advisory Committee for 
Aeronautics, the Air Transport Association and 
the principal aircraft manufacturers. Its accept 
ance on all theatre screens is unquestioned. Ao 
additional version with Spanish sound teack, #tc. 
ee ee 


i. TRAVEL PRO 
Exclusively by group showings of 
scenic subjects along the routes 
*® An added reel, which also might well be 
made in color beceuse of the scenic advanoges. 
could be caretully edited into the theatrical short 
cr on sotieely dillerent film made under joist 
ilar take phar ee oar daar 
Association on the subject of Air Travel aloas. 





3 Th rabecta of saloty and comlert would be o 


foremost importance in thie pieture. It might 
also be used as the second of a series ior theat- 
tical distribution if properly edited without avy 
particular emphasis on advertising. For group 
showings on 35mm aod }6mm projectors also. 


MTee scueeors 
Filling a. Long-felt Need Vocational 
Guidance on Jobs in Aviation 


| WA apecial Vomm. motion picture dealing on. 
‘ Ae i fhe Jobe be ad In the avian 
industry would £ll 2 real need for both the in 
destey wad the echosln. Colar would not be 


necessary in such « picture, LGeam, prints could 
be distributed by a projection service organiza 
fom or placed in the visual department libranes 
of the state universities and vocational extension 
services. In large public schools systems such as 
im the case of Chicago, New York. Detroit. etc. 
priate will be circulated by the fle daparimess 


oh the aghoals ot 4 minterem cf expense. 














« FIRST ANNUAL SELECTIONS — «x 


of Noteworthy Commercial Motion 


to be Announced in Issue 


@ Having already seen several hundred film productions being con- 
sidered for publication in the First Annual Selections issue of Busi- 
ness Screen, the Editors announce that this number will be an ex- 
tremely helpful guide to film users, bringing for the first time a 
detailed explanation of the circulation and production of outstanding 
film successes of 1938. No prize awards will be made since the matter 
of budgets might unduly influence such selections but a review of 
the entire field with emphasis on fields of usefulness rather than 
mere production will be the keynote. Thus the simplest film, if it has 
been successful in merchandising its product or in putting over its 


idea, will get its share of attention. 


SEND IN YOUR SELECTIONS 


* The Selections Committee has agreed to give last-min- 
ute consideration to the productions of any business film 


sponsor (motion pictures or slidefilms, sound or silent) 


Address Review Requests to 


BUSINESS SCREEN MAGAZINE 





Pictures and Slidefilms of 1938 


Nine of Business Screen 


submitted up to June 15th, 1939. Although the extension will require 
extra labors on the part of the Committee and the Editors, the value 
of having participation from otherwise unknown sources is felt worth- 
while. Just send in a letter telling about your picture and full review 


blanks will be sent by return mail. 


Don’t delay! A letter or card addressed to the Selections Committee 
will bring full details. There is not the slightest obligation, of course. 


OTHER FORTHCOMING FEATURES: 


# The Equipment Review Section to be included with Issue Eight 
of Business Screen will contain a complete manual of all 
projection and distribution equipment now useful in the 
commercial field. Also the usual stories and technical 
notes on the latest developments in the use of the motion 
picture and slidefilm; reviews of the new films, etc. Re- 


serve extra copies now. 


the Selections Committee 


20 N. WACKER DRIVE, CHICAGO 








No event is of greater importance in the annual life of a Caterpillar dealer than the well-known Diesel show which features educational displays as well as the new Company films 





THE TRACTOR DEALER TELLS “EM WITH MOTION PICTURES 


A Brief Case-History of the Caterpillar Tractor Company's Twenty Year Film Program 


@ For more than twenty years Caterpillar 
Tractor has been a consistent user of mo- 
tion pictures in its sales and advertising pro- 
grams. During this time more than 200 different 
subjects have been produced most of them 
one-reel pictures devoted to a specific type of 
work. Naturally the first films were silent, be- 
cause this pioneer producer of industrial pic- 
tures entered the field more than ten years be- 
fore the advent of sound. But shortly after the 
sound movie swept the country “Caterpillar” 
followed suit with talking films of its own. For 
the first three years they were sound-on-dise 
and created such favorable comment at the 
annual dealers’ shows held throughout the 
country, that the company took the next step 
and started producing sound-on-film subjects 
as soon as portable projectors were perfected 
for films of this {ype. All told, eighty sound pic- 
tures have been released by the organization 
since 1930 
films a year. 
With a program such as this, carried on fora 
period of more than twenty years, it is evident 
that Caterpillar Tractor is a firm believer 
in the effectiveness of the commercial motion 
picture in promoting sales. But before we go 
into the results obtained from the pictures, let’s 
see how they are produced. The great majority 
of all the films are outlined, written and com- 
piled in the company’s advertising depart- 
ment. Much of the negative is taken by staff 
photographers, who are equipped with the best 
professional cameras, a camera car and a full 
complement of lights, reflectors, etc. Since the 
Company enjoys a world-wide distribution of 
its products, consisting of track-type tractors, 
Diesel engines and road machinery, it cannot 
depend entirely on its own photographers for 
the negative that will tell a well rounded story 
of the performance of its machines. Through- 
out the fifty odd years of its existence, it has 
developed world-wide sources of supply for 
still and motion pictures. Many of these are 
commercial photographers, others are the com- 


an average of about twelve new 
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pany’s field representatives who are supplied 
with cameras and have become very proficient 
in taking the type of pictures that have long 
been identified with the advertising of the or- 
ganization. Since sound photography is not 
necessary in most instances, the pictures are 
made in silent cameras and sound is added in 
the studio. 

When the negative is on hand for a given 
picture, it is edited to conform to the scenario, 
a work print is made and a narrative is pre- 
pared to match the picture. The recording is 
done in an outside studio and music and sound 
effects are added to provide realism. 

When the recording is completed, sound 
prints are made for distribution through four 
principal channels. Primary distribution is se- 
cured through the Diesel shows, held annually 
by dealers in the United States and Canada in 
their various places of business. Owners, op- 
erators, prospects and friends of the dealer are 
invited to these shows and they spend the day 
as his guests inspecting the large amount of 
show material that is provided by the factory 
for this occasion. Seven large trucks travel over 
a scheduled route during the winter and spring 
months to put on these shows. In addition to 
complete motion picture projection equipment 
and a library of films, they carry a large cargo 
of cut-aways, animated signs, exhibits illus- 
trating manufacturing processes, plus banners 
and display material to decorate the room in 
which the show is held. Two factory-trained 
men travel with each truck and put on the 
show with the cooperation of the dealer and his 
salesmen. A continuous motion picture pro- 
gram is generally run in connection with the 
exhibit at which the dealer’s organization, his 
owners and prospects get a preview of the new 
films. 

After the dealer’s Diesel show prints of the 
new pictures are supplied to him without 
charge if he is equipped with a projector. Over 
80 percent of domestic dealers and some 50 
percent of foreign dealers have their own pro- 


jectors. Silent versions of pictures that lend 
themselves to this kind of editing are prepared 
for dealers with silent projectors, but in recent 
vears there has been such a marked trend to 
l6mm. sound projectors that the continued 
need for these silent editions seems doubtful. 

The company also maintains a commodious 
theatre in connection with its large display 
room at the factory and here the sound films 
are shown to factory visitors and company 
guests. Many field representatives are supplied 
with projectors and films and the movies have 
also proved a great sales asset at the com- 
pany’s New York, Washington, D. C. and Lon- 


don offices. (Please turn to next page) 


The production of industrial films for Caterpillar Tractor 
moves on in good weather and bad 


just as its machines 







































CATERPILLAR cont'd... 





Waar Tue Picrures Do 

The majority of the films are designed to tell 
the story of the performance of the Company’s 
products on a certain class of work. For ex 
ample, there are pictures on such subjects as 
farming, fruit growing, road building, road 
maintenance, earthmoving, logging, snow re- 
moval, erosion control and industrial applica- 
tions. From these films the dealer can select 
the one that deals with the type of work in 
which the prospect is interested and thus give 
him a demonstration right in the office, the 
prospect’s home or his place of business. With 
the aid of motion pictures he can sell snow- 
plows in July. He can take a contractor to an 
outstanding earthmoving operation on the 
other side of the continent or he can show a 
busy industrialist how a competitor is gaining 
an advantage by the use of new methods or 
equipment. 

These movies are frequently the first means 
of interesting the prospect in the product and 
the final means of closing the sale. They play 
a part in every stage of selling “Caterpillar” 
machines because they furnish incontroverti- 
ble proof of performance, and that is what the 
prospective buyer always wants. In addition to 
this, they provide a means of broadcasting new 
methods of developing markets for new 
equipment and of decreasing the cost of selling 
and increasing the speed with which the deals 
are closed. 

rYPICAL CATERPILLAR FILMS 
Burtt For Tue Western Rancu 
tural on the Pacific slope. 
Let’s Go Diese. the application of “Cater- 
pillar” Diesel Engines to various power 


problems 

GREATER GRADERS — road building with the 
No. 66 power controlled blade grader. 

Out or Tue Woops the use of Diesel trac- 
tors and power units in the logging and 
lumber industries in the western portion 
of the United States. 

Pickinc THe Winner — conquering adverse 
conditions of dust, mud, rocks. ete., with 
“Caterpillar” Diesel Tractors. 

On Far Frontiers — “Caterpillar” Diesels op- 
erating in the foreign field under extremes 
of temperature 

MANPOWER AND Horserower—a film devoted 
to the “Caterpillar” factory and the folks 
who work there. 


A TYPICAL CATERPILLAR 


FAMILY’ AUDIENCE 











PROMOTING THE PROGRAM.-.-II 
Publicity for Your Films 


@ It has been pointed out in these pages before 
that a film, once produced, has most of its life 
ahead of it. Any point-of-view that accepts the 
distribution of a picture as a matter-of-course 
is In serious error. 

True enough, the insatiable demand for 
“movies” among all types of groups can give 
your organization picture widespread audi- 
ences but true selectiveness is the first objec- 
tive and to obtain that you'll have to use all 
the tricks of the trade; use ‘em thoroughly 
and use ‘em well. 

The first of these is closest to home. The 
lowly house-organ, now risen in some business 
organizations to high estate because of its 
proven value and interest, will be a first and 
best bet for the opening of your publicity cam- 
paign. That’s No. 1 on your checklist. 

No. 2 is the local newspaper. If a public show- 
ing is possible (for that type of picture) then 
by all means study the feasability of advertis- 
ing and announcing your picture through the 
daily press. A well-produced picture often per- 
forms some phase of public service; study its 
useful angles and point your publicity accord- 
ingly. 

One interesting campaign came to the atten- 
tion of the editors recently. The Consumer's 
Power Company of Michigan, promoting the 
showings of its excellent film All In A Day used 
the following steps in building local interest: 

A. The picture was released for general 
theatrical distribution throughout the area 
served by the company. In the matter of theat- 
rical bookings, the company cooperated with 
theatre owners by supplying a limited amount 
of newspaper advertising together with window 
cards. As a direct tie-in the company installs a 
special window display where theatrical book- 
ings are in a town in which a company store ts 
located. 

B. Request cards are sent to customers of 
the company so that club and group distribu- 
tion may be requested. Confirmation forms are 
sent when a request is received and accepted. 

The house-organ is naturally most valuable 
in the case of dealer and other types of organ- 
ization films. As described elsewhere in a re- 


printed piece from the Esso Marketer (see 
opposite page) the company journal keeps the 
dealer informed of the successful adaptation of 
the picture in other territories and builds his 
own interest higher. But the house-organ also 
serves to keep employees informed about pic- 
tures being seen by the public and aids that 
type of distribution as well. 

Newspaper releases can be standardized and 
in a few cases very successful “syndicated” 
forms have been offered to local dealers for the 
guidance of local papers. Since he is usually an 
advertiser, the dealer can best “sponsor” the 
local showing and in the same vein, its attend- 
ant publicity. Standard Oil of Indiana, Inter- 
national Harvester and a few others have taken 
a leaf or two out of Hollywood's familiar “press- 
book” technique in this direction. 

A final note would emphasize the importance 
of understanding the eventual distribution of 
the film as a unified plan. Then all forms of 
publicity, promotional printing and _ possible 
advertising can be synchronized to hit the ex- 
act places where they will do the most good. 

Not only printed matter but the personal 
appearance of a representative of the sponsor 
at the time of the showing is to be thought of 
as an integral part of the film publicity cam- 
paign. Then, too, such personal attention helps 
assure more perfect showings. 


HERE IS THE WINDOW DISPLAY ARRANGED BY CONSUMER'S POWER 
Company in connection with local showings of All In A 
Day in Michigan cities served by the Company 
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@ One of the major advertising and sales pro- 
motional methods the Esso Marketers use for 
the benefit of Esso Dealers is the production 
and showing of motion pictures. All dealers are 
familiar with these, for they have seen them at 
dealer meetings, but most persons do not real- 
ize the tremendous audience of consumers to 
which these films are shown. In 1938 there were 
1,285 consumer showings of Esso Marketers 
pictures to a total audience of 335,251 persons. 

Safari on Wheels led in popularity among 
the Esso Marketers films last year, for in 998 
showing it was seen by 236,031 persons. News 
in the Air, which was produced late in the year, 
also proved popular, for in only three months 
of 1988 it was seen by 30,075 persons at 84 
showings. 

Design for Power, the semi-technical film 
on gasoline performance which was released in 
May, 1938, reached 98,459 persons in 259 show- 
ings, and the older Esso Marketers films, The 
Bigger They Come, The Magic of Oil, and 
Wings Over the Highway, reached a total of 
105,104 persons. 

All this means two things: increased good 
will for Esso Dealers everywhere and increased 
consumer acceptance for the Esso Marketers 
products they sell. 

The educational value of many of these films 
has permitted their showing before groups 
where out-and-out advertising films never 
would be permitted. It is for this reason that 
the Esso Marketers have been careful to keep 


£550 Marketer Pilms 
—show to 335,251 Persons in ‘38 


advertising in the films at a minimum, feeling 
that in most cases the subjects covered in the 
films are sufficient advertising in themselves. 
For example, Design for Power, dealing with 
the qualities and performances of gasolines, 
demonstrates that the Esso Marketers know 
how to make gasoline to produce power, mile- 
age, and smooth performance, and the natural 
conclusion in the minds of those who see this 
picture is that therefore Esso Marketers motor 
fuels are the best. The same is true of The 
Magic of Oil, which by its content tells the au 
diences that Esso Motor Oil is unexcelled. 

The Esso Marketers have arranged three 
channels for the distribution of their films. 
Their own division organizations have projec 
tors and operators, they have arranged with a 
regular film service to hold showings of their 
films, and with the 
Y.M.C.A motion picture bureau to lend their 


they have arranged 


films to groups equipped with sound projectors. 

Although the popularity of Esso Marketers 
films has been great, the present trend indi 
cates that it still is growing, and 1939 should 
see more showings to a greater audience than 
any previous year. 

Many Esso Dealers have arranged with their 
Esso Marketers representatives for showings in 





Waa oe. 
SULPHUR & MOLASSES 


WAS ONE OF THE SUCCESSFUL DEALER 
training Esso films released to service station agents in 
the East 


their neighborhoods. In such instances the Esso 
Marketers furnish the projection equipment 
and operator free of charge, and the only cost 
to the dealer is arranging fora hall for the show 
ing and advertising it in advance. Dealers who 
have arranged to show the films in their towns 
have had amazing results in increased sales and 
good will. Other dealers have suggested to local 
groups such as the Kiwanis, Rotary, and other 
civic clubs that they request the Esso Market 
ers to show some of their films. This also costs 
the dealers nothing and results in good will and 
increased sales. 

Production of the majority of the Esso films 
is by John W. Bransby; Safari on Wheels was 
filmed in Africa by Lawrence Thaw 


The Esso Marketer 


“we tana MACHINE... 


Ou former advertisements have told you about 
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our 16mm. sound projectors 
superior picture and sound reproduction 
under adverse conditions with leading industrial 
built by a company that has specialized in 
precision motion picture equipment for 26 years. 
We haven't, however, told you about our many 


how they deliver 
stand up 





valuable and exclusive services that are as much a 
part of our projector as the mechanism itself — and 
possibly of greater interest to you than what makes 
a projector ‘‘tick”’. 

Whether you are considering a picture, have a pic- 
ture in production, or are already using motion pic- 
tures, we can definitely assist you with our modern 
“industrial film service plan”. 

Write for details. 





The New DeVRY Interpreter. .Tepresents 
a 16mm. sound projector value that sets new standards for 
clarity of pictures and fidelity of tone. Among its many ad- 
vantages are: Synchromatic Threading, Dual Sound Stabi- 
lizer, and new "Film-glide” that adds years of life to your 
film. Easy to carry, easy to operate, easy to buy. 


Estab. 1913) 
Factory and Main Offices 


1111 ARMITAGE AVE., CHICAGO, ILLINOIS 
NEW YORK HOLLYWOOD 


DeVRY CORPORATION 
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TE” SLIDEFILM 
PROJECTORS 


1. For Clearer Pictures 


Made by the originators of slidefilm stereopticons, S.V.E. pro- 
jectors have many advanced features that make for more brilli- 
ant projection and sharply focused screen images. S.V.E. pro- 
jectors are available in several styles with 50 watt, 100 watt, 
200 watt. or 300 watt lamps, for use in offices, or auditoriums. 


2. Better Film Protection 


A patented heat-absorbing filter between the lamp and the 
film safeguards its emulsion. A special releasing mechanism 
moves the rear aperture glass back automatically so that it 
will not touch the film when changing from one frame to the 
next. As further protection, the 300 watt models have as stand- 
ard equipment the new S.V.E. rewind take-up which rewinds 
the film in the proper sequence as it is being shown. 


3.Greater Convenience 


All S.V.E. projectors are light in weight and of compact pro- 
portions for easy carrying. They can be quickly threaded, 
focused and adjusted in height for the proper position for 
showing pictures. 


Send for “More Brilliant Stilis’*! 


Everyone who uses or plans to use slide- 
films, silent or sound, should read “More 
Brilliant Stills.” Mail the coupon for a copy 
now! 


a SOCIETY FOR VISUAL EDUCATION, Inc. 
I 
| 
! 
1 





Dept. 7B, 100 East Ohio Street, Chicago, Ill. 

Without obligation to us, send [| “More Brilliant Stills” [) full details 
regarding S. V. E. slidefilm projectors [| the name of the nearest producer- | 
dealer. | 
(nitteventwaeeets I 
I 
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THE COMMERCIAL NEWSREEL 


@ Taking another important step 
forward in the color field, Cine- 
color this month announced the 
perfection of their own method of 
processing 16mm. films in color. 

Cinecolor’s president, A. L. Me- 
Cormick, revealed that his com- 
pany is currently building $40,000 
worth of printing and processing 
equipment of their own design and 
development, which, when install- 
ed, will give the Burbank plant a 
volume capacity of 600,000 feet of 
film a week. Price range, accord- 
ing to McCormick, will be ex- 
tremely low. 

No secret that the advent of a 
practical, low cost, 16mm. color 
process will increase the distribu- 
tion of industrial pictures a hun- 
dred fold, it is the Company’s ex- 
pressed belief that the potential 
16mm. color market will run into 
millions of feet of film a month. 

Currently, Cinecolor is rushing 
completion of new, specially-de- 
signed equipment to handle inno- 
vation. Though any brand of sin- 
gle-coated stock can be used, both 
machinery and method of process- 
ing are developments of Cine- 
color’s own Research Department. 

First great benefit to the trade, 
according to A. L. McCormick, 
Cinecolor’s president, will be to al- 
low Cinecolor to make a substan- 
tial price reduction for processing 
color prints. 

Other features will include the 
elimination of many annoying dif- 
ficulties now prevalent in the 
handling of duplitized film. Single- 
coated film, for example, will re- 
quire no change of focus on part of 
projectionists. Also, as present pro- 
jection machines were originally 
designed to accommodate single- 
coated stock, danger of scratching 
will be minimized. Splicing will be 
as simple as with black and white, 
and as color images will be within 
one layer of emulsion, film will 
yield a sharper image. Finally, be- 
cause 1,000 foot roll will be same 
size as standard black and white, 
projectionists will find the new film 
easy to handle. 

THE VICTOR CONTINUOUS PROJECTOR OFFERED BY 
the Victor Animatograph projector com- 


pany for use in exhibits and displays re- 
quiring this type of projection. 








SCENE FROM THE NEW AND UNUSUAL CARAVEL- 
produced industrial film Inside the Flame 
which tells the technical story of carbon 


black. 


New Yorker Magazine Film 


Mr. Mare Connelly and Mr. 
Franklin P. Adams, those cele- 
brated raconteurs, bon vivants 


and jacks-of-all-trades, are making 
their first motion picture, at the 
Astoria studios. Co-starring in a 
cast of two, the Messrs. Adams and 
Connelly demonstrate for the films 
a vivid episode in the life of an ad- 
vertising salesman and his mate, 
the space-buyer. The document is 
planned by and for the New 
Yorker Magazine, with the aid and 
assistance of Audio Productions, 
Ine. 

The plot concerns itself with an 
attempt on the part of Mr. Con- 
nelly, who has a one-track mind 
if there ever was one, to sell Mr. 
Adams a bill of goods (and very 
good goods, too) in which process 
he underestimates Mr. Adams, as 
he would have known if he had 
studied his script. So, in enduring 
celluloid, is recorded, for the bene- 
fit of The New Yorker and poster- 
ity, what happens in the advertis- 
ing business when an irresistible 
force is mowed down by an im- 
movable object, as played by Mr. 
Adams. 


American Oil Releases 

* American Oil Co. has released 
two new sound motion pictures on 
the story of Amoco gasoline and 
lubricating products. Each is a 
two-reel subject and will be avail- 
able to the general public as well 
as being shown during May and 
June at dealer meetings. Camera 
Inc., Chicago, is the producer. 


Your Money and Mine 

* Your Money and Mine, pro- 
duced for the Wisconsin Bankers 
Association, by Ray-Bell Films, is 
the first successful attempt of 
American banks and bankers to 
tell the story of what banks and 
bankers do. It is primarily an edu- 
cational story designed to increase 
public confidence and knowledge 
of banks and bank services. 
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Digest-Reviews of 
New Business Programs 
Sound & Silent 


@ The best selling plan ever pro- 
duced will bring results only if the 
idea is put across. The men who are 
to use that selling plan must first 
of all understand it and want to use 
it. However good an idea is, it must 
be sold first! 

When The Pure Oil Company 
developed the plans for its “Bal- 
anced Selling” program recently, 
it was faced with just this problem. 
Before“ Balanced Selling” could be 
put into effect, thousands of Pure 
Oil dealers and their employees 
had to be educated. Although the 
carefully thought-out 
would help the dealer to set objec- 


system 


tives for reasonable quotas, keep 
track of accomplishment from day 
to day and thus raise his earnings, 
it was a deviation from his usual 
loose ways of handling his busi- 
actually had to be 
sold on the idea. 

Because of Pure Oil’s decentral- 
ized marketing dealers 
could not be grouped in gatherings 
large enough to justify the use of 
a motion picture. Therefore, it was 
decided by Sales Promotion Man- 
ager W. P. Marquam that the 
story should be told by a drama- 
tized sound slidefilm, supported by 
printed media. 


ness, so he 


system, 


(It is quite important to men- 
tion here that Pure Oil although an 
extensive motion picture user, has 
used sound slidefilms only during 
the past year so the choice of this 
medium to present the story of one 
of the company’s most important 
merchandising plans is significant 
of the results derived from the past 
year’s productions.) 

The picture, Raise Your Sights, 
is a 30-minute dramatized film of 
274 frames. About twenty frames 
at the beginning and the end are 
devoted to an introduction and a 
summary, both of which are re- 
corded on a separate record. 
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SLIDEFILMS 


RESULTS BEING REPORTED 
To date the picture has per- 
formed its purpose to the extent 
that the “Balanced Selling” plan is 
under way in almost all territories 
now and there is “every indication 
that it will be the biggest selling 
factor vet devised in raising deal- 
ers’ earnings.” Phenomenal results 
are being reported from all quar- 
ters, according to Mr. Marquam, 
who has just returned from mect- 
ings in the field around Birming- 
ham, Memphis and Atlanta. Her 
is an example of increases in one 
area as reported by a Mississippi 
company: 

Commodities sold in addition to gasoline. 


Month of March, 1988 
(Before BALANCED SELLING 


Motor Oil Greases Tires 
23,160 gals 21,200 Ibs % 8,136 
Month of March, 1989 
(After BALANCED SELLING 
Motor Oil Greases Tires 
28,563 gals 24,685 lbs. $10,037 


The Sales Promotion depart- 
ment of The Pure Oil Company 
has become thoroughly sold on the 
many uses of the sound slidefilm 
and feels this medium to be “more 
flexible than any other for the Pure 
Oil purpose, since it is easy to 
handle and to show to relatively 
small groups. 
first employing 
methods of educating and training 
dealers, Pure Oil has used seven 
sound slidefilms and two talking 
pictures — nine productions in all. 
Another slidefilm, now in produc- 
tion, will soon be released to intro- 
duce a new product to Pure Oil 
salesmen and their dealers. Almost 
every phase of service station work 
has been covered in these films. 
The following are the order of the 
slidefilms and the purpose for 
which each was made: 

1. Dealer-training film instructing 
men in the “Island Service rou- 
tine.” 

2. A sales promotion film selling 
dealers on starting a flat rate 
“bumper to bumper” service. 


Since screen 


3. A technical dealer-training film 
on batteries and their construction. 
L. “Go Under the Hood” 
dealers on checking the oil. 


training 


5. Humorous 14 minute film “‘sell- 
ing’ dealers on clean rest rooms. 

6. A color film selling the dealer on 
Pure Oil advertising and ways of 
using It. 


SYNOPSIS OF STORY 


In the dramatic story of Raise 
Your Sights, two filling station 
owners decide that business is so 
slow they might as well go hunting. 
At the last moment they each lose 
use of their car (to the wives) and 
they have to take along Phil, the 
lazy, younger brother, in order to 
get his car. On the drive to their 
destination they drive in several 
service stations for gas and are sold 
nothing else. Later, they admitted 
that with balanced selling they 
would have made ten other well- 
needed purchases. These dealers on 
vacation then begin to wonder if 
they really are suffering because of 
too much competition. From what 
they have seen on this trip there 
isn’t any selling that 
called competition! 


could be 


The “Balanced Selling” program 
is based on the principle that every 
gallon of motor fuel represents an 
average of 15 miles of travel. Every 
mile of travel creates a “market” 
for the sale of oil, lubrication serv- 
ice, tires, tubes, batteries and ac- 
cessories. Driving into service sta- 
tions every day, the folks who 
make up this market make Pure 
Oil outlets the logical place to take 
care of all of the car owners’ ordi- 
nary needs. 

With the help of the Pure Oil 
“Balanced Selling” chart, the Pure 
Oil dealer can see exactly what his 
potential market is in terms of the 
merchandise and services that the 
motorist needs as com- 
pared to every gallon of motor fuel 


average 


that he sells. In addition to being 
able to tell at a glance the exact 
amount of business that his station 
should be doing in relation to mo- 
tor fuel sold, the Pure Oil dealer 
can see the gross profit that should 
come from the sale of each type of 
merchandise and service, as well as 
the daily sales quota that must be 
met to enjoy a profitable business. 


Promotional Booklets 


* The unquestioned value of ty 
ing up the production of slidefilm 
material with the publication of 
the excellent handbooks and guid 
ance material for the audience to 
carry away has never been better 
demonstrated than in three recent 
examples shown below. 

Lucien LeLong, the Illinois Bell 
Telephone and the 
American Newspaper Publishers’ 


Company 


(Continued on Page 28) 












































The New Low Priced 


TALKING SLIDE FILM MACHINE 


























with standard 
SVE projector 











Distributor’s profit eliminated on this new low priced machine 
sold to you direct by the manufacturer, one of the country’s lead- 
ing sound slide film producers. 

TALK-PIX was developed and is now offered specifically to in- 
crease the effective utilization of slide films by our clients and 
other sales organizations heretofore handicapped by prohibitive 
prices of machines. Equip your entire sales force now at this low 
price. 

Ready for immediate delivery. Do not delay in placing your 
order. Orders filled in order of receipt. 

Complete facilities for production of dramatized fast moving, 
fast selling, sales presentations through talking slide films are 
available from our New York and Chicago studios. 


50 Watt S.V.E. projector . 
of tone ... Volume for 1 to 75 persons... 
Weighs only 11 pounds... Plays 12 or 16 inch 
records ... Case holds 12 in. record and small 
screen... 

Price includes screen — 100 Watt S. V. E. pro- 
jector with remote control; also AC-DC motor 
both optional at slight extra cost. 


€& 
TALKING SALES PICTURES, inc. 


540 No. Michigan Ave. 
480 Lexington Ave. 


. Exceptional clarity 


Chicago 
New York + 





28 


Assn. (Bureau of Advertising) 
share honors of the month. In the 
main these booklets repeat the 
story of the slidefilm in pictures 
and text. 


LeLong Trains Clerks 


* Lucien LeLong, concerned with 
selling the entire line rather than 
just perfume alone, had a sales 
manual made for their retail clerks 
and are now selling the use of the 
manual to the sales people through 

a thirty-minute sound slidefilm, 

Scents Make Dollars. 

Earle Ludgin, Inc., the agency 
in charge of production, did a re- 
markable job with this production. 
This film is entertaining but does 
not neglect to drive home its eight 
distinct sales points for the spon- 
sor: 

1. Adopting a personal sales plan 
for the individual customer. 

. The rule of three — trying the 
customer on three differently 
priced sizes to determine the 
limit customer plans to pay. 

. A demonstration of the negative 
ways that many clerks have. 

4. Presenting the booklet showing 
“Seventeen Ways to Make 
More Sales”. 

. Presentation of Lucien LeLong 
himself, selling his French per- 
sonality. 

3. The positive ways that good 
clerks put the manual points in- 
to practice. 

. How to sell associated LeLong 
products with each purchase. 


ws 


uv 


~ 
~ 


8. How to suggest occasions for 
gifts to customers. 

The use of the LeLong slidefilms 
in other departments of large retail 
stores has also been evidenced. The 
exchange of value satisfies both 
the sponsor and the store for the 
former gets an additional audience 
of customers and the stores get a 
top-notch sales training subject. 


THE DALITE MODEL S TABLE MODEL SCREEN is 
useful for desk projection of the slidefilm. 
See Page 34 for details 
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TWO VIEWS OF THE CHICAGO RECORDING STUDIOS 
of RCA-Victor, frequently used by pro- 
ducers and users of slidefilms for recording, 
is a model installation 


Clinton Carpet Film 


The Clinton Carpet Company 
faced with the problem of price 
competition for their Ozite rug 
cushions, produced a thirty-min- 
ute sound slidefilm for the sales 
and technical training of retail rug 
salesmen. 

This production, Sales Lost and 
Found, was produced under the 
direction of the Earle Ludgin ad- 
vertising agency. The dramatized 
story revolves about the experi- 
ences of two typical floor covering 
salesmen. While centering primar- 
ily on the best methods of selling 
Ozite cushions, the film is loaded 
with other educational material 
on retail selling which applies 
equally to all types of furniture 
and house furnishings. The film is 
valuable for general sales training. 
Consequently, there has been a 
large demand among department 
stores for store-wide showings to 
sales people from all departments. 

The principal theme of this pic- 
ture is that one should not be con- 
cerned with just making sales 
but with making customers. This 
film carries a powerful message as 
it improves sales promotion of 
Ozite products in the retail outlets. 


* * * * * 


* What's this we hear about a 
new projector that uses black and 
white film and projects colored 
pictures? It seems that it focuses 
three slidefilm frames at a time, 
each of a different density, and the 
combination produces color. 
* * * 

* See the first annual Equipment 
Review Number of Business Screen 
for details on all types of projec- 
tors. 


Business SCREEN 




















Behind the Screen... 





@ Wonder what alibi the salesman 
can think up now to keep from 
using a “machine gun” on the fir- 
ing line? His old kick about weight 
has been answered by manufac- 
turers of sound slidefilm projectors 
who have announced new equip- 
ment weighing only 11 pounds! .. . 
Considering the combined weight 
of projector, turn-table, metor and 
case, it’s hard to see how they can 
get out a unit much under the old 
light weight of 20 pounds . . . But 
with well-built, 11-pound units 
selling for less than 40 dollars we 
can expect to see a formidable 
army of salesmen take sound slide- 
films into the field with them as 
direct selling aids this fall .. . The 
slidefilm has proved its effective- 
ness in technical education, sales 
training and dealer training but a 
powerful application and the one 
bringing the greatest immediate 
returns is direct selling . . . And 
users are adopting the medium 
more and more for this purpose. In 
1933 hardly more than a dozen 
companies were using sound slide- 
films and there were less than 500 
machines in the field. However, the 
excellent results those organiza- 
tions obtained through the use of 
the medium were so conspicuous 
that in three years, by 1936, over 
200 of the largest national organi- 
zations were using the medium 
and there were more than 20,000 
units in the field. It is estimated 
that today these figures have 
grown to nearly a thousand users 
with over 35,000 machines. 


What Price Secrecy? 


* Wish some firms wouldn’t get 
the idea that all slidefilm activity 
must be kept confidential for fear 
their competition may use it for 
the same purposes. One large mail 
order house might be startled to 
know that their greatest compet- 
itor (from whom each production 
is kept a dark secret) is leading 
them two to one in the use of the 
medium. 


To Point the Uses 


* With the man on the street: 
Only about one layman out of a 
hundred knows what sound slide- 
film is or how it’s used. A producer 
once released a slidefilm (with 
sound) that was designed to ex- 
plain and sell the medium. More 
educational work is needed and 
we're going through the entire 
matter again in a separate article 


NuMBER SEVEN 


listing all the uses found for 
slidefilms by some 200 leading 
firms from whom we have had 
correspondence. 


How to Crash Gates 


* Wonder why more sales man- 
agers don’t realize the worth of 
slidefilm equipment for gate-crash- 
ing and for getting the complete 
presentation before tough pros- 
pects. Remember crashing a gate 
on my fifth trial once by telling 
the girl to send in word that I was 
out there with a commercial ma- 
chine gun. She smiled, looked at 
the curious machine I was carrying 
and did as she was told. Got in 
all right and never had a more 
interested audience — the boss in- 
vited all the department heads in 
to see the show. 


* Sates Promotion Honors ror 
Tue Mont: To R. M. MecFar- 
land, who represents several equip- 
ment manufacturers in the Chi- 
cago territory, for setting up an ad- 
ditional service to supply slidefilm 
users with the small but vital ac- 
cessories such as needles, remote 
control cords, fuses, projection 
lamps, and even new rubber legs 
for the machine case. Small wonder 
that busy slidefilm users in the 
midwest are adopting the slogan 


“call McFarland!” 


* THe PATRON SAINT OF SLIDE- 
FILM: The Chinese sage who first 
uttered the time-worn phrase, 
“One picture is worth a thousand 
words.” ... A six-month’s subscrip- 
tion to Business Screen to the per- 
son who first sends us his name. 

Dean Towner 


YOUR COMPANY'S VOICE,"" THE VOCAFILM ON 
telephone courtesy has been adapted for 
use in the Illinois Bel! Telephone territory 
after its Eastern success. 





The First and Only 





MULTIPLE - VARIATION 
MULTIPLE - USE 
Motion Picture Projector 
and Sound System 





A COMPLETE but COMPACT 
SMALL ROOM OUTFIT 


* 
ADD an AMPLIFIER and SPEAKER 














ADD + A + UNIT is a revolutionary, 
NEW idea! It is as practical as it is 
new and as economical as it is prac 
tical. Beginning with a small, com- 
pact BASIC SOUND PROJECTOR 

A or B — (Series 40 Animatophone), 
of 5-8 or 15 Watts output, which is 
complete in itself, one may acquire 
an outfit of any size or price desired 
by simply adding auxiliary units (O, 
J, K, V, etc.). ADD + A + UNIT—a 
VICTOR creation is distinctively 


different . . . Nothing else like it! 


Write now for full information. 


VICTOR 
ANIMATOGRAPH 
CORP. 
DAVENPORT, IOWA 


CHICAGO LOS ANGELES 
SAN FRANCISCO - NEW YORK 


ADD CENTRAL RADIO P.A- 


SOUND SYSTEM 
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TELL YOUR BUSINESS STORY 
THIS NEW, EASY WAY « « « 


* PROJECT YOUR OWN MINIATURE 
SLIDES, WHILE YOU'RE SPEAKING, BY REMOTE 


CONTRO 











THE SELECTROSLIDE IS VITAL 
TO EVERY BUSINESS MAN: 


On: press of the Selectroslide’s 


remote control button, and whether 


SALES MANAGERS @PROFESSORS OO, - 
© LECTURERS @ ENGINEERS youre en ing we om ap = otice 
© ARCHITECTS @ ADVERTISING ---Or a thousand in an auditorium... 


the slide automatically changes while 
you're speaking. The Selectroslide pro- 
jects your own natural color or black 
and white 35 mm. film to any size. For 
display purposes the Selectroslide runs 
fully automatic, changing slides at set 


MEN 


intervals. Interchangeable magazines, 
each holding 48 slides can easily be 
changed within a few seconds to show 
any number of pictures you desire. 


WRITE TODAY FOR PAMPHLET! 


Manufactured in San Francisco 


NE W ’ The SELECTROSLIDE is also available in a streamlined cabinet 
- ° ipprox, S ft. high and 20 in. square for point-of-sale display. 


THE SELECTROSLIDE « saree ine 


86 Third Street, San Francisco * 





With Branch Offices at 81] West 7th Street, Los Angeles 





Let us Produce your Technical Films 
With intelligent planning ... careful preparation ... alert, com- 


petent technicians and operators ... ENGINEERING and TECH- 
NICAL STAFF experts available for work on your problems. 


Complete films from $1000.00 up 


We have produced unsurpassed scientific motion pictures in 
silent, sound, and color for leading manufacturers and pharma- 
ceutical laboratories. 

Write on your letterhead for booklet “A” de- 


scribing our guaranteed distribution service. 


CONSULTATION INVITED 





JOSEPH P HACKEL'S 


IPHOTLOGRAPHIC FAIR. LID] 


PR< j RS DISTRIBUTORS - 


EQUIPMENT -—A CC 


DU PLETE SER 


NEW YORK WN Y 
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Color in Slidefilms 
¢ Effective 
ent technique s in color photogra- 


combination of differ- 


phy have been employed by the 
Brownell organiza- 
tion in Hollywood, for production 
film for General 
Petroleum Corporation. 

The use of both original colored 
art copy and of action scenes made 


Dowling and 


of a color slide 


in color still photography is often 
in the making of busi- 
ness film subjects. 

A large 


advertisers’ copy generally has to 


necessary 
number of commercial 


do with reproduction of such ma- 
terial as billboards, magazine ad- 
vertisements, window cards, signs, 
handbills and many other forms of 
advertising and dealer helps. in 
order to reproduce this kind of ma- 
terial on color slide films, the prob- 
lem is usually to prepare it in a 
form suitable for re-photographing 
on to 35mm. color film. It is practi- 
cal to transfer this type of material 
directly to the color strips when 
the original material is suitably 
mounted so that it can be photo- 
graphed in screen frame propor- 
tion. 

However, most business pictures 
involve the staging of scenes with 
this 
tvpe of scenes, it has been found 


living characters and with 
more satisfactory to cast the stor- 
ies, scene by scene, and photo- 
graph the action or poses with 
still preferably 
with 314 x 444 or 4x 5 color nega- 
tive. From these color transparen- 


color negatives, 


cies, the reproduction is then made 
on the 35mm. color film. 

By combining these two meth- 
ods the advertiser is able to pre- 
sent not only the dramatized part 
of his selling story but also certain 
advertising copy and charts and 
other inserts in 


necessary their 


original colors. 


Produce in Series 

* Judging by the film activities of 
eight or ten companies, it seems 
that many slidefilm 
are developing a set procedure of 
producing slidefilm productions in 
series rather than singly. 


Brobuck, Ine. did a 


sound users 


series of 


THE DEPENDABLE CONTINUOUS SLIDEFILM PRO- 
jector unit developed by the Society for 
Visual Education has found favor with ex- 
hibitors who use this type of equipment 


Rey! 
, 












SCENE FROM THE COLOR SLIDEFILM PRODUCED BY 
Dowling & Brownell for General Petroleum 
al d desc ribed i an adjon ti 


eightecn films last year for Ply- 
mouth, all devoted to sales prob- 
loms. The 


also ha 


Chrysler Corporation 
a similar series on sales 
and product. The producers are 
now cngaged in the completion of 
a series of sales and technical train- 
ing films for Firestone, The Pack- 
ard Motor Co.. and B. I. Goodrich 
and Co. 

Among other companies pro- 
ducing films in are: The 
Delaware-Lackawanna & Western 
Coal Co., Nash-Kelvinator Corp., 
Ford Motor Co., Household Fi- 
hance Corp. and es l. 
pany. 


series 


Case Com- 


Pioneers’ Equipment 

* Sound Projects, Chicago manu- 
facturers of sound slidefilm equip- 
ment and other sound units, note 
an enthusiastic reception among 
producers and sponsors of the new 
K102 Junior Model which the 
Company pioneered a few months 
ago. 

Not only because of its light 
weight (approximately twelve 
pounds), but also because of its 
reasonable cost, the K102 has at- 
tracted slidefilm 
business heretofore not discovered. 
The Company also manufactures 
a complete line of sound transcrip- 
tion equipment for advertising 
agency-radio usage and because of 
the uniformly high quality of the 
sound, numerous installations have 
been effected in that field as well. 


Chooses Selectroslide 
* Not only the display depart- 
ments of large national advertis- 
ers interested in the continuous 
slide projection for exhibit pur- 
poses but international users of 
visual media have been attracted 
to the Selectroslide unit manufac- 
tured by Spindler and Sauppe, San 
Francisco. A Selectroslide will ac- 
company Mr. A. G. Roberts, Aus- 
tralian advertising executive, who 
was a recent visitor to America, in 
search of advertising materials for 
use on that continent. 

This equipment is also being 
used in industrial exhibits with 
Kodachrome technical subjects. 


new classes of 
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9. Training office and factory workers in em- production heads 


THE USES FOR SLIDEFILMS ployee relations : & Fedheieet tesiednn films for branch and sub- 











10. Training retail clerks in cutomer relations sidiary organizations 
IN THE COMMERCIAL FIELD: 11. For association and industrial relations 6. Advertising films on product items 
1. Technical and sales training for manufac- messages; also convention keynotes or aids 7. Sales recruiting and sales training films for 
turers’ salesmen to program showing in colleges and technical schools 
2. Institutional prestige films for sales promo- 12. Outlining new merchandising campaigns to 8. Industrial good-will films for national as- 
tion to jobbers, dealers and consumers all retail outlets sociations 
3. Company and product dramatized in in- 13. Bringing messages to public in good-will 9. Good-will educational films for employee 
spirational form to recruit new salesmen campaigns to improve public relations showings 
for house to house selling 14. As a medium for top executives to reach all 10. For the solicitation of new dealers ‘and for- 
4. Sales training films for the improvement of company branches in personal address eign representatives. 
jobbers’ and dealers’ salesmen 15. As sales promotion in training department SUMMARY 
5. Films of direct selling value for securing store clerks or specialty salesmen to sell the * It is pe shape the simplicity of the medium 
new dealers and retailers complete line and equipment that is the foundation of the 
6. Films for dealers’ use in direct selling — for IN THE INDUSTRIAL MARKET commercial success already attained by sound 
showing to the public in store or home 1. Direct selling to individual executives or slidefilms. Some of the reasons for the wide 
7. For retail training in merchandising, meth- boards of directors and universal acceptance are, briefly: 
ods, displays, advertising, demonstrations, 2. Safety training for factory workers 1. The effectiveness of the medium as a visual- 
servicing, ete. 3. Institutional good-will films for employee auditory force and high learning potential 
8. Technical and sales training films introduc- relations 2. The simplicity and low cost of sound slide- 
ing new products 4. Sales promotional and educational films for (Continued on Page 37) 





SLIDEFILM EQUIPMENT TO 
SUIT EVERY BUSINESS NEED 


® There's a high-quality Sound Projects sound slidefilm projector for 
every kind of business use. Whether your audience numbers one or a 
thousand, you'll find the model and the quality you've been looking for. 

Naturally, the price is right. As manufacturers who specialize in fine 
sound equipment, we're building a reputation for fairness as well as 
technical excellence. Inquiries promptly answered: service to any 


part of the world. K102 JUNIOR 


FOR AC OPERATION 
The new streamlined light- 
weight portable sound slide- 
film projector just announced! 
Weighs only twelve pounds. 
Carries standard SVE 50 watt projector; plays up to 16” record. Priced at only $37.50 


Model K1102 Junior is priced low enough so that largest field sales organizations can be 
equipped at tremendous savings over previous equipment available. AC only. Model L102, 
equipped for AC-DC operation, slightly higher. 





Consider These Advantages: 
LIGHTER IN WEIGHT MORE COMPACT 
SETS UP IN A MINUTE 
EASY TO CARRY 


M 0 D E L K ] 0 3 M 0 D E L Kl 0 6 Below: for larger audiences, at conventions, etc. Models 


FOR AC OPERATION K106 and L106 are ideally suited. Brilliant 300 watt pro- 
G 1 utili hi f FOR AC OPERATION jection with amplification for audiences of 500 and over. 
pei Fave A ml K106 sells at only $106.50; Model L106, equipped for AC- 
Equipped with 100 watt projector. (Model L103 for AC-DC operation, slightly The deluxe equipment of the DC operation. priced slightly higher. 
higher). Self-contained record compartment and screen, priced at $67.50 sound slidefilm field: equip- 





Here is the universally approved machine, recommended by all ntatenit and users — bay oe te ed 
alike for general sales usage. Every possible advantage to assure a perfect showing under a — an o ree # x 
average conditions. Plays 10, 12 and 16 inch records. runthontengreig + guascniaiinet, 


showings to 500 persons. 


Plays 16” records; 
Buy direct from the manufacturer — we cooperate with all responsible Priced at only.. 5106. 30 
and recognized business film producers. Pioneers in low-cost — high 
quality sound slidefilm equipment for every business use. Agency 
transcription equipment specialists. Full technical information, prices 
and quantity discounts, etc. sent free on request. 


Ask Your Local Producer for Details or Address Inquiries to 


SOUND PROJECTS COMPANY 


3140 WALTON STREET e CHICAGO e TELEPHONE: NEVADA 6261 
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CLEAN FILM Means 
SPARKLING PROJECTION! 





NEWLY DEVELOPED-“NEUVATOR”-AUTOMATICALLY 
CLEANS - CONDITIONS - POLISHES - REWINDS 
A clean polished film is the main factor in perfect unblemished 
projection — does away with the rain of spots and streaks which 
spoil screen presentations. 

“NEUVATOR™ puts new life in old films, prolonging their serv- 
ice — keeps new films fresh. Particularly effective for sound film 


— keeps sound track clean and free from extraneous noises in- 
suring perfect tones. 


MODEL CL-4 (400 ft. reels of 16mm) $175.00 
Also Available—Larger 16mm Model and Models for 35mm 


Complete line of quality film equipment 


CABINETS-REWINDERS-MEASURING MACHINES-SHIPPING CASES-ETC. 
SEND FOR CATALOGUE NO. 16 — JUST ISSUED. 


429 WEST 42nd ST. NEW YORK, N.Y. 











AIR SHIPMENTS SPEED DISTRIBUTION 





@ The all time high for films 
air expressed to and from New 
York in one month was scored in 
December, 1938, when 4,092 ship- 
ments were handled, according to 
Railway Express Agency, Inc. 

Commercial film users and their 
distributors have found it profit- 
able to use Air Express’ “3-mile-a- 
minute” delivery to get an increas- 
ed number of showings out of each 
print while their slidefilms and mo- 
tion pictures are the most timely. 
This high speed service to 220 air- 
port cities includes special pickup 
and delivery with receipts at both 
ends and insurance up to $50. ad- 
ditional insurance may be had at 
10c per $100. 

This service is a division of Rail- 


way Express and thus extends 
points of distribution by co-ordi- 
nation with 23,000 railway express 
offices in off-airline cities and 
towns throughout the country. As 
an example of the rates, 1200 feet 
of 16mm. film in metal container, 
which weighs 5 pounds, can be dis- 
patched 1,000 miles by air express 
for $2.40; a slidefilm, with record 
and film-can packed in fibre con- 
tainer, weighs about 3% pounds 
and can be sent 600 miles in three 
hours and twenty minutes for 
$1.46. Deliveries of 2500 miles are 
made overnight. 

The _ table charts the 
actual flying time between airports 
of twelve federal reserve bank 
cities: 


below 
















































































































































































* *” 
sms | 0) ald], (SEIS T al! 
gsi elelalalels lei 2iSi« 

FROM ro}e|s|8lalalelelzel|é£lzel\ala 
Atlanta ~~ | gal 4%] 7341 7 [n2 | 734| 54] 5% 4 | 634|1834 
Boston "7%| | 6%| 486|1n [138% |1034| 134) 24| 434| 934 |1954 
Chicago 4%| 6 | | 134| 634] 294| 2%| 4 | 3%4| 584| 134/125 
Cleveland 5%| 4%| 2% 84] 6 | 6 | 2% 2%| 33 595]15%4 
Dallas 6 |11%| 6%| 9 334|1034| 8%4| 9 |15%4| 4% 12 
Kansas City [9 | 9%| 23] 484] @ | | 634| 734] ossla2 | auli2 
Minneapolis | 734|10%| 2 4%| 9% 3M |__| 635| 9ng|1n34| a¥\16 
New York | sul ax] ax] 2x| oul @ |e | |x| 2] exlizss 
Philadelphia si 2461 5%| 21 9m| 9 | eal 3s 1%| 934/193 
Richmond 334| 334| 7%| 4% \10 |20%|1 | 2%5| 2 9 |22% 
St. Louis 6%4| 934| 134| 434| 3%4| 634] © | 634] 734|1055) [1754 
San Francisco 1834|18%4|11 [14 [10 1134|1434|15 951634 24 13%) 

* * 











VISUAL ADVERTISING 


in the graphic arts as in fine business 
motion pictures depends on the 
excellence of equipment, the skill 
of long experience and the constant 
ambition for higher quality... 


PHOTO ENGRAVERS, INC. 


...makers of fine 


printing plates and 
electrotypes for 
all advertising .. . 


NOW IN LARGER QUARTERS AT 732 SHERMAN ST. 





BUSINESS SCREEN 











* Five hundred films are featured 
in the theatres of the New York 
World’s Fair. The widespread use 
of the medium there tells the story 
of its usefulness to modern busi- 
ness. 


Gutlohn Courtesy 
* Are you planning to visit the 
World’s Fair? The Gutlohn organ- 
ization has offered their facilities 
for the screening of 16mm. sound 
pictures for which they are inter- 
national distributors and will be 
glad to assist in an advisory 
pacity to those who 
problems to solve. 
Many educators and industrial 
film users are making their sum- 
mer headquarters at Walter O. 
Gutlohn Inc. whose address is 35 
West 45th Street, New York. 


Opens in New York 

* James Matthews who has been 
connected with the 16mm. field 
for the past 10 years has recently 
opened new headquarters under 
the name of Action Motion Picture 
Service at 358 West 44th Street, 
New York City. 


Cole's Fair Service 

* King Cole Sound Service will 
have an office at the World’s Fair 
to render emergency service for 
projection equipment; also to sup- 
ply the necessary union help for 
operation and maintenance. They 
will also lease and maintain a re- 
pair and replacement service. With 
well over 13,000 hours of machine 
operation ahead, the need for such 
a service is apparent. The King 
Cole Sound Service has been 
awarded a_ service contract to 
maintain and operate the projec- 
tion equipment directly under the 
control of the World’s Fair 1939 
Corporation. 


ca- 


have film 


THE NEW DEVRY 16MM. THEATRE PROJECTOR IS 
now being demonstrated to industrial film 
theatre prospects. 
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THE MODEL T103 PRESTO RECORDER UNIT 


Hackel Screens Weekly 


* Photographic Fair, Ltd., under 
the able direction of Joseph P. 
Hackel, has inaugurated a new 
service for business executives con- 
templating the use of business 
films. Each Wednesday evening at 
5:30, a special screening of low- 
cost productions is shown to inter- 
ested business men who wish to 
see what can be produced on mod- 
est budgets. 

To date this plan has brought 
advance bookings for three weeks 
as the little theatre has a limited 
seating capacity. The greatest 
promise is held forth to the indus- 
try by this sincere interest on the 
part of smaller businesses as evi- 
denced by the time which their 
owners and officers are willing to 
spend on this new type of sales 
promotion. 


* With price reductions in effect, 
the cost of the finest 16mm. sound 
projector is about one-half of its 
1937 price; the number in use has 
trebled! 


Neuvator Useful 


* Many users of business films are 
building small service departments 
within their own organizations and 
a welcome addition is the “neuva- 
tor”. This unit is most helpful in 
cleaning film. 

The film is first subjected to a 
bath and then it passes between 
three double sets of squeegees 
which remove all excessive liquid 
along with all foreign matter; then 
across two polishing rolls, one for 
each side which also absorb the 
slight amount of moisture which 
may remain. It is then wound up 
on reel. 

No sprocket teeth are used so 
that sprockets are not torn or dam- 
aged. A mercury switch controlled 
by an idling arm stops all opera- 
tions immediately when roll is fin- 
ished or stops automatically if re- 
threading is needed. The “neuva- 
tor” 
35mm. and 16mm. film, and spe- 
cially designed bases are also avail- 
able. 


This is a development of the 


Neumade Products Corporation. 


is manufactured in sizes for 


April 25, 1939 


Dear Friend: 


Salesmen who are winners find it pays to look that way. Not over- 
dressed, of course, but neat and well-groomed. 

Film salesmen are just as important but is that vital sales argument 
lost in streaky and scratched scenes? Films get a lot of use, are often 
handled by inexperienced projectionists in distant towns. Even new 
prints may become scratched after one showing. How do you keep 
your travelling “salesmen” neat? 

Recono suggests that you make them ‘scratchless” through its 
exclusive “rejuvenation” process. The cost of this clean-up and scratch 
removal service is economical, more so because it puts ‘‘used-up” films 
back in circulation just as good as new! 

Finally, we suggest that you let RECONO offer a laboratory analy- 
sis of your film and distribution problems without charge or obligation. 
Our background of experience will be helpful to you. Call or drop 


us a line. 


Cordially yours, 


Which a y aS an 


AMERICAN RECONO, INC. e 245 West 55th Street e New York, N. Y. 





SURE 
She's Pretty- 


. . . BUT YOU SHOULD 
SEE HOW MUCH MORE 
“OOMPH” SHE HAS IN 


THE COLOR FILM! 





*« 


And 
magazine ads, posters, service stations, cars 
and other characters all take on added eye- 
appeal and selling punch in General Petro- 
leum’'s color slide film. 


like this Hollywood model — the 


Wecan reproduce your advertising mate- 
rial and stage the scenes required to tell 
your story, using the best of Hollywood pro- 
fessional talent for both voice and picture. 


Let us send you detail on these striking 


color productions — for slide films or for 
motion pictures. 


DOWLING and BROWNELL 


6625 Romaine Street Hollywood, California 

















“CRITICAL MOMENTS 


A great railroad had to clear its tracks. An 
entire train and train crew had to be enlisted, 
scenes shot at night, voices and natural sounds 
recorded on location when the National 
Carbon Company decided to re-enact for the 
screen one of its thrilling “true experience” 
Eveready Flashlight Battery ads 


To meet these problems, National Carbon 
relied upon the technical skill, resourceful- 
ness and facilities of West Coast Sound 
Studios. West Coast has made notable con- 
tributions to national screen advertising with 
this and other productions in the “Critical 
Moments” series. 


Producing effective Screen-ads is a highly 
specialized art. Let us place our facilities 
and technical skill at your service when 
you consider Screen Advertising. 


STUDIOS RCA EQUIPPED 


WEST COAST SOUND STUDIOS, Inc. 
510-22 West Fifty-Seventh Street 
New York Circle 7-2062 WN. Y. 

Nat. Sales Rep: SCREEN BROADCAST CORPORATION 











vorything ” 


INDUSTRIAL 
PRODUCERS 


W E SUPPLY on rental all or any 
equipment necessary to make a 
Feature — Short or Commercial. 


SOUND — SILENT — COLOR — SLOW MOTION 


@ Latest Mitchell Cameras 

@ Blimps — Dollys — Accessories 

@ Latest Type Lighting Equipment 

@ Variable Area Location Sound Truck 
@ Portable Recording Equipment 


@ Single System News Reel Type Cam- 
eras 


@ Moviola Editing Equipment 


SALES — SERVICE — RENTALS 


EXCLUSIVE EASTERN REPRESENTATIVES 
WITCHELL CAMERA CORPORATION 


MOTION PICTURE 
CAMERA SUPPLY, Inc. 


723 Seventh Ave. . 
Phone BRYant 9-7754 


New York, N. Y. 
Cable — CINECAMERA 





* The first annual equipment review number 
of Business Screen, in preparation for several 
months, promises to be a most useful tool for 
the industrial film user. Watch for it! 


Bowes Amateurs in 16mm Reels 


* Masor Bowes’ AMATEURS are now avail- 
able in 16mm. sound-on-film according to 
an announcement made by H. Threlkeld Ed- 
wards, President of Commonwealth Pictures 
Corp., 729 Seventh Avenue, New York City. 
This company, which specializes in the sale 
and lease of 16mm. sound subjects, has just 
acquired the exclusive sub-standard distribu- 
tion rights to six two and six one-reel releases 
featuring these nationally known amateurs. A 
partial list of titles includes Variety Revue, 
Melody Makers, Musical Varieties, Radio 
Revels, Hit Parade and Harmony Broadcast. 

Major Bowes appears in each of these re- 
leases and with his inimitable “all right — all 
right — all right” guides these talented young- 
sters in their screen debut. He has developed 
a public numbering in the millions for a new 
and irresistible source of human interest by 
introducing a heretofore unknown flood of 
talent. Every performer has gained an oppor- 
tunity for recognition by being presented on 
these sympathetic and immensely popular pro- 
grams. An outstanding program of the air be- 
comes the leading short subject of the screen 
and is ideally suited for rounding out com- 
mercial presentations. 

With an infinite variety of melody, singing, 
and wholesome amusement and a universal ap- 
peal, they constitute an outstanding addition 
to the 16mm. sound field. Commonwealth Pic- 
tures Corp. also have available for purchase or 
lease over 175 feature pictures as well as a wide 
assortment of short subjects including musical 
comedy shorts with Donald Novis and Bing 
Crosby, cartoons, travelogues, and novelty 


reels. 


Spencer Lens Elects Officers 


* Following the Annual Stockholders’ Meeting 
of Spencer Lens Company, Scientific Instru- 
ment Division of the American Optical Com- 
pany, on March 17, 1939, the following officers 
were elected: 

H. N. Ott — Chairman of the Board of Di- 
rectors; B. H. Witherspoon — President & Gen- 
eral Manager; H. D. Rhynedance — Vice-Pres- 
ident and General Sales Manager; B. Glenny — 
Treasurer; C. W. Barton—Secretary and 
Manager of Research & Development. 

Mr. B. H. Witherspoon, who has had broad 
experience in sales, engineering, and research 
and development work, has been active in the 
management of Spencer Lens Company since 
1935, serving as a member of the Executive 
Committee, and Vice-President and General 
Manager, from which position he now assumes 
the Presidency of the Company. 


RCA Advances E. C. Cahill 


* Announcements from RCA Photophone con- 
firm the advancement of E. C. Cahill to the 
post of Manager of the Photophone Division, 
a position which he will fill in in addition to his 
duties as Director of the General Service activi- 





ties of the company. Harry Sommerer, former 
Division manager, has been made assistant to 
the executive vice-president. Homer Snook is 
director of Sales for the Photophone Division. 


New DaLlite Catalogs Ready 


* The Da-Lite Screen Company has just pub- 
lished a new and larger catalog that is more 
than just a listing of Da-Lite Screens. 

This 48-page book contains technical infor- 
mation on the brightness characteristics of var- 
ious types of screen surfaces, charts of picture 
sizes which facilitate the selection of the right 
size of screen for use with various kinds of still 
and motion picture projectors, practical sug- 
gestions regarding the selection of the right 
type of mounting for each user’s requirements 


and recommendations on the care of screens to 


obtain maximum service from them. 


The data would be helpful to anyone con- 
sidering the selection of a screen, regardless 
of the make. 

One chart is particularly interesting to those 
who have given consideration to ways of mini- 
mizing distortion. Many claims have been 
made for projection screens to the effect that 
certain types of surfaces are beneficial in re- 
ducing distortion. The chart and explanation 
of it in the Da-Lite catalog show clearly that it 
is not the function of the screen to eliminate 
distortion and that distortion is a phenomena 
of perspective — that the screen cannot cause 
it, and cannot control it. It shows that regard- 
less of the type of surface of the screen, people 
seated far to either side of it will always see a 
picture which is distorted by perspective, in 
which the figures always appear narrower and 
taller than normal. The solution, of course, is 
through seating the audience within viewing 
angles which will minimize this effect of per- 
spective. 

Da-Lite makes all types of surfaces but ree- 
ommends the glass-beaded as the most efficient 
for average projection requirements. The Da- 
Lite glass-beaded surface reflects the maximum 
of light yet it is so constructed that there is no 
glare or sparkling. Its greater brilliance is espe- 
cially appreciated in color pictures because the 
density of color film cuts down the light from 
the projector. Da-Lite also makes white and 
silver screens for the installations where these 
types of surfaces are best fitted. 


THE AMPRO VOLTAGE REGULATOR IS A VALUABLE ADDITION TO THE 
industrial film department where varied current conditions 


are encountered in field projection. 
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Personalities in the News | 





* Off the beaten track of news is 
the announcement of Leo Nejel- 
ski’s new book “The Camera Eye” 
shortly due from the publishers. 
Mr. Nejelski, aside from his post 
of vantage as advertising director 
for Swift and Company, knows the 
camera as a friend and companion. 
His prints have appeared in salons 
all over the world. “The Camera 
Eve” contains a brief introduction 
by Valentino Sarra, internation- 
ally known photographic illustra- 
tor. 


Chicago Changes: 


* Announcements are expected 
shortly from two Midwestern 
“majors” in the commercial pro- 
duction field. In the agency field, 
the principal news concerns the 
Chicago arrival of J. C. Cornelius 
as vice-president in charge of the 
Western offices of Batten, Barton, 
Durstine and Osborn. 


{ldo 


I rmint 


* Aldo Ermini, color photography 
expert formerly with the Techni- 
color Corporation of Hollywood 
and London, was appointed April 
Ist to the staff of Dufaycolor Com- 
pany, Inc., where he will have 
charge of the development and in- 
troduction of the new Dufaycolor 
process in the motion picture field. 
In announcing the appointment, 
P. M. Hamilton, President of Du- 
favcolor, said: 

“We fortu- 
nate in securing the services of 
one with Mr. Ermini’s experience 
in the color motion picture field. 

“After more than seven years in 
experimental work in still and mo- 
tion picture color photography, 
Mr. Ermini joined the Technicolor 
Company in Hollywood. When 
Technicolor, Limited, was formed 
in England he was sent over to 
train others in the technique of 
Technicolor Photography. He is 
perhaps best known for his work as 
Director of Technicolor Photog- 
raphy on Alexander Korda’s fea- 
ture, “Drums”. 


consider ourselves 
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*Mervin W. Palmer, a well known 
figure in the motion picture indus- 
try for nearly thirty years, has 
been appointed Service Manager 
of the Bell & Howell Company, 
New York branch. 

Mr. Palmer was connected with 
the old Biograph Studios in New 
York from 1912 to 1920. For the 
next two years he was Chief En- 
gineer for the Paramount Studios 
at Astoria, Long Island. His more 
recent connections have been with 
Motion Picture Lighting & Equip- 
ment Corporation and Interna- 
tional Projector Corporation. Mr. 
Palmer also is well known for his 
activities in the Society of Motion 
Picture Engineers. 

Appoint Art Director 

* Appointment of Fredrik W. 
Deuker as art director of Asso- 
ciated Sales Company, producers 
of sound slidefilms, as a part of 
the company’s program of expan- 
sion, has been announced by Don- 
ald S. Benedict, vice president. 

Prior to joining the staff of As- 
sociated Sales Company, Mr. Deu- 
ker was in charge of sample de- 
velopment and production plan- 
ning for W. L. Stensgaard and 
Inc.. of Chicago. He 
also served Jam Handy as art di- 
rector, and for a 


Associates, 


time was with 
LaSalle Extension University, il- 
lustrating sales training courses. 

Mr. Deuker known in 
Chicago for his exhibits of fine art 
and satirical design. 

Argus on the Air 

* The In- 
ternational 
Research 
Corpora- 
tion,manu- 
facturersof 
the Argus 
camera 
and 
sories have 
announced 
anew se- 
ries of tran- 
scribed ra- 
dio programs featuring Karl A. 
Barleben, educational director. 

The series, entitled “Today’s 
Candid Story” is one of the first 
camera program series to be spon- 
sored by a manufacturer in the 
photographic field. 

Argus also announces that Roy 
Walker is now directing Sales in 
the absence of V. A. Searles, re- 
cently resigned 


health. 


is well 


acces- 


Karl A. Barleben 


because of ill 





Producing the Winners! 
“BASEBALL” 


The 1939 National League 
Film ... Another Successful 
Burton Holmes Production. 


@ Winning good will is of para- 
mont importance to every organi- 
zation whether in the field of busi- 
ness or sports. “Baseball”, a Burton 
Holmes Film production for the 
National League of Professional 
Baseball Clubs, is now showing to 
over a quarter of a million people 
a month — winning good will for 
the sponsor and promoting a great- 
er interest in the national game. 

In the business world Institu- 
tional films are creating better em- 
ployee and public relations, win- 
ning good will and building cus- 
tomers for scores of organizations. 
The Burton Holmes organization 
has been producing motion pictures 
for general public showings for 
more than forty years, longer than 
any other American film producer. 





NOW AVAILABLE 
FOR FREE LOAN 


“Baseball” is an inspira- 
tional film treating of 
the origin, history and 
technique of ball play- 
ing as a profession and 
a pastime. Of interest to 
every type of organiza- 
tion, juvenile and adult. 
Available on appli- 
cation in 35mm. 
and 16mm. sound 
film. Running time 


iddress Business Films Department 41 minutes 








is 
Kurton Holmes Films, Ine. 
7510 North Ashland 
PRODLCERS e@ 


Avenue - 


Chicago. Illinois 


DISTRIBUTORS e LABORATORY SERVICE 





; 





SHORTS 


direct from the deluxe 
theatre screens to your 
own sponsored programs 


* 


one and two reels 


MAJOR BOWES 


HIMSELF 
ANEW IDEAInN —- 115 PF 





Zt WINNIN 


EP TERTAINMENT wretch Se) de 

The perfect short subject to pep-up your com- 

mercial programs .. . featuring Maj. Bowes 

and his famous prize-winning amateurs. 
R. C. A. High Fidelity Recording 


COMMONWEALTH PICTURES 
729 Seventh Avenue - New York 


Bing Crosby musicals and a large 





variety of other shorts available 
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GUARANTEED 
MOVIE CIRCULATION 





IN 16MM. 
TO 500,000 RURAL AUDIENCE 


* 


NOW — guaranteed and con- 
trolled distribution based on seven 
years’ research. Our plan will cir- 
culate your minute trailer or 1, 2, 
or 3 reel subject to 2 million 
farmers in only four months’ time! 

Introductory rates for summer 
of 1939 are lowest ever available in 
the history of advertising film dis- 


tribution. 


Write for descriptive folder and 


rate card 


FILMS 


INCORPORATED 


Industrial Division 
64 E. Lake Street 
CHICAGO 


NEW YORK PORTLAND, ORE 














Ballard Film Service 
-:- NEW LOCATION .-:- 
42nd Floor Civic Opera Building 
+ 

@ EDITORIAL SERVICE 

®@ PRODUCTION SUPERVISION 
@ SALES CONVENTIONS 

® INDUSTRIAL PLAYS 


® SALES PRESENTATIONS 


We do NOT produce films. We 
write the scripts and act as counsel 
to your purchasing agent in get- 


ting your money's worth! 


CENtral 2743 
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The Audience’s Language— 


(Continued from Page 18) 


showing farm machines in action, films ad- 
dressed more to the manufacturer than to the 
farmer. Today the tide turns back to drama 
with such film successes as Under The 4 H 
Flag, Aces of Action (responsible for 360 direct 
sales, and 10,000 prospects) and Writing Your 
Own Ticket. 

“I like drama,” says the farmer, “because I 
can see the people in the film are up against 
the same things I am. If machines make the 
job easier for them, I can see how they might 
do the same for me.” 


WHAT DO WOMEN LIKE? 

The next biggest national buyer is the Mrs. 
What does she say about sales films? 

“T can see good dramatic pictures at our reg- 
ular movies, so I like to see pictures that tell 
me how to do something, that give me some 
good suggestions on how to make my work 
easier. Take that program on how to buy meat. 
I never did know whether I was buying a good 
cut or not until I saw that movie at our Eastern 
Star meeting. And the one on ‘make-up’ they 
had down at Jones store certainly sold me that 
cleansing cream.” 

It seems that whatever women want, they 
want to know more about. And the manufac- 
turer who tells them that, sells them. Back- 
fence gossip today isn’t informed on the fine 
points of fabrics, the composition of cosmetics, 
the features of cook stoves. But the business 
film can give the low-down on all these things. 
It’s just as nosey, and more revealing than the 
greatest gossip that ever grew by a fence post. 
So at least one movie pattern for the Mrs. is a 
talkie that tells her all about it. 

But how about the items for everyone? What 
films have successfully sold John Q. Public? Of 
course there’s no easy answer to that question. 
One thing does stand out in the theatrical sales 
films. Generally speaking, the more varied the 
audience, the higher powered entertainment 
required to impress them. Here are a few of the 
movie techniques and patterns used in “minute 
movies’, ‘playlets’, ‘trailers’ and for a few longer 
theatrical releases. 

Chevrolet (animated cartoons, color, play- 
lets); Westinghouse (color); Alka Seltzer 
(playlets) ; Coca Cola (local newsreel) ; Brown 
and Williamson (screen vaudeville in auto- 
movie); Chrysler (thriller and travelogue in 
longer theatricals) . 

Most of these films apply the pattern of 
printed advertising. An attention-getter lead- 
in to the product. Not always but frequently, 
the closer the tie-in the better the film. You 
will notice, too, that the longer the commer- 
cial theatrical motion picture the farther into 
the background the product is pushed. Many 
of these films are like a kiss in the dark — sweet 

- but whose lips? That’s the question. 











NEW TECHNICAL FILMS 








UFA FILMS, NEW YORK CITY, TO WHOM CREDIT IS DUE FOR THE 
unusual X-Ray films presented in these pages last month 
are distributing the film Liquid Air here illustrated. 





LIQUID OXYGEN IS MAGNETIC. HERE IT IS BEING DRAWN BETWEEN 
poles of this powerful electro-magnet where it forms a 
bridge between the pole faces. 





* Most successful films, irrespective of the au- 
dience, have a liberal allowance of IMAGINA- 
TION. All groups react to it. It is the life blood 
of salesmanship and showmanship. The ques- 
tion, “If I had it what would it be like?” pre- 
cedes desire and possession. The net answer 
to that question once we get it, is, “Imagine it 
would be like this” and then we mention some 
concrete thing with which he is familiar. 
When an advertiser shows his candy resting 
in a bed of mint with dew drops glistening on 
its leaves he is selling the flavor of the candy 








| PROJECTION SERVICE __| 












A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pictures. 
The non-theatrical service includes supplying projec- 
tors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th Street, N.Y. C. Lexington 2-9850 


Local operating points in upper N. Y.—N. ]. and Conn. 






16mm. 35mm. 


ACTION 
Motion Picture Service 


358 West 44th Street New York City 
Completely equipped for servicing all makes of 
35mm. or 16mm. sound or silent equipment. 


Equipment Operators 


BusINESS SCREEN 














ON LIQUID AIR... 








LIQUID OXYGEN ‘“‘FREEZES'' ORDINARY FLEXIBLE RUBBER WHICH 
becomes hard and brittle. When it reaches room tempera- 
ture again, it regains its elasticity. 





LIQUID HYDROGEN BOILING AT MINUS 253 DEGREES. ROOM AIR 
condenses on the metal ball and runs off it like so much 
water until the temperature rises to 190 degrees below 
Centigrade. From Liquid Air, released through UFA films, 
New York City. 


by appeal to our taste imagination. When the 
bible says the kingdom of heaven is like yeast 
that leavens the loaf it is stirring our imagina- 
tion by appeal to the common experience of 
eating risen bread. 

Easily pictured comparisons that make clear 
hidden values, Analogy, comparison, animation 
(mechanical and comic) color, music, speech, 
sound effects, miniature models, are all film 
tools for stirring the imagination and the desire 
for the real values of a product. None of these 
tools should be overlooked when planning a 
sales film for a group audience. 





| FILM LIBRARIES 








PLANNED 16mm. MOVIE PROGRAMS 
FOR ALL ORGANIZATIONS 


ue Hak Kat Saal Had Seal a 
NATIONAL FILM PROGRAMS 


INCORPORATED 


342 Madison Avenue New York City 








presenting 


“SOPHIE TUCKER” 


in a musical filled with swing and rhythm 
1 reel .. . 16mm. sound 


PICTORIAL FILM LIBRARY, Inc. 


130 West 46th St. New York City 











Films at the Fair 
@ Of the seven Focal Exhibits of the New York 
World’s Fair, the commercial film user and 
producer will find most interesting those 
dealing with Production and Distribution, and 
with Community Interests. 

In the Consumers Building, where the Pro- 
duction and Distribution show is located, seven 
synchronized motion picture projectors throw 
the eight-minute drama (produced by Wild- 
ing under the direction of Egmont Arens) on 
the widest movie screen ever built. The 10-foot 
high screen, on an are 100 feet wide, is in the 
form of a soffit, or hanging wall. The interde- 
pendence and interrelationship of men and 
women in all walks of life is the theme of the 
show, which will have the effect of a vast ani- 
mated cyclorama. 

In the movie auditorium of the Science and 
Education Building is shown a City Planning 
film made possible by a grant of $50,000 from 
the Carnegie Corporation. After reviewing the 
history of American building, to show what 
has brought about slum areas, the picture will 
present the best of recent large scale American 
housing developments and show what is pos- 
sible for the tools of today. 

The three dimensional movies in the Chrys- 
ler Motors exhibit at the World’s Fair offer the 
only opportunity at the Fair to see this new 
and interesting development in photography. 
A special screen has been installed for the show- 
ing of these pictures. 
~ The Petroleum Industry exhibit presents a 
musical talking picture in Technicolor acted 
entirely by animated puppets capable of 
greater body and facial mobility than humans 
and entirely free of strings or other mechanical 
controls. 





Tue Uses oF SLIDEFILMS 
(Continued from Page 31) 


film productions 


~~ 


3. The comparatively short time required to 
produce a complete show 

4. The low cost of duplicates, (records and 
filmstrips) , which can be distributed at an 
average cost of a few dollars per set 

5. The low cost of equipment, making wide 

field distribution possible 


— 
Se 


}. The portability of the equipment and the 
simplicity of operation and handling by 
salesmen in the field 


~ 


. The easily understood outlining of ideas 
made possible by the step-by-step opera- 
tion principle. 





Projectors for Sale 


FOR SALE: Bargain. Two 35mm. Sound Movie 
Projectors. 1000 Watt Projector Lamp, Photo Cell 
Lamp, 1000 Foot Film Magazine. 110 To 125 Volt. 
Write For Details Box 18, Business Screen Maga- 
zine, 20 North Wacker Drive, Chicago. 

















YOUR 
FILM PERFORMANCE 


deserves the im- 
provements VA- 
PORATE protec- 
tion assures. 


YOUR 

Film BUDGET 
deserves the econ- 
omy VAPORATE 
protection pro- 
vides. 


REFUSE CHEAPER SUBSTITUTES 
INSIST ON PRINTS 


VAPORATED 


for better screen- 
ing and longer 
useful life. 


VAPORATE protects over five hundred 
million feet of theatrical, industrial, edu- 
cational, rental and personal motion pic- 
ture, slide and continuous display films 
annually, against damage from climate, 
scratches, wear, oil, dirt and finger marks. 


CONVENIENT—ECONOMICAL 
VAPORATE Service is available, throu 


h 
roducers, dealers and laboratories in the 
nited States, England, France and Italy. 











NEW YORK CHICAGO HOLLYWOOD 
Vaporate Co., Bell & Howell Bell & Howell Co 
7 N 


Inc, °. o. LaBrea | 
SS 130 W. 46th St.1801 Larchmont Ave _——Te 



































_.. the 
MOTION PICTURE | 
LABORATORY. 


with a eee 





repu tation 
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16mm & 8mm 
PROFESSIONAL PRINTS 


1 
CINELASBLING, 
33 West 60th Street | 
New York City New York 
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In Producing a Business 


Film That Does a Job 


Through the mind of the man contemplating 


Hit 
Wil 






=== 


using a Business Film runs a stream of ques 
tions similar to 

How much will a Business Film Cost? 

How do | know it will pay out? 

Shall | use a silent film—or a sound film? 

What about a color sound film? 

Who will prepare a top-notch scenario? 

Where is a reliable film producing organization? 


SS 


NEW 1939 PRODUCTION GUIDE FREE 
Let us give you the answers to these and many 
other questions. Our experience in producing 
outstanding business films enables us to give 
you free of charge or obligation our valuable 
Production Guide. It will answer all your ques- 
tions about adapting a film to YOUR PARTIC 
ULAR BUSINESS clearly and simply. Send for 
our New 1939 Production Guide today. 


NORMAN WILLETS CO. 


316 W. Washington Bivd., Chicago, Ill. 





Dear Sirs: BS39-2 
Send your helpful Production Anclysis. No obligation, 
of course 
Nome 
Company 
Address 
City State 

Studio Facilities 42nd Floor, Civic Opera Bidg 
Norman Willets Sound Productions, 20 N. Wacker, Chicago 














An ultra-modern 
hostelry in the 
heart of Chicago 


HOTEL 





’ a 
dyertising 
C 
has to be good to be effective on today’s 
competitive printed pages. The best way 
to make advertising command attention 
and invite reading is to call in a qualified 


specialist in Advertising Typography. 


ADVERTISING TYPOGRAPHERS, Inc. 
341 EAST OHIO STREET - CHICAGO, ILLINOIS 








Checklist of British Industrial Films 


Prepared for Business Screen by arrangement with the British 


Film Institute and presented in two installments. Next month: 


l6mm. sound and silent films 


35MM. SOUND 

AUSTIN Moror Co Lrp., Long- 
bridge Works, Birmingham. Au- 
tomobile Manufacture, and 
travel 

Austrian State Travet Bureau, 
159 Regent Street, London, W. 
1. Travel 

Boots Tue Cuemists, 219 Picca- 
dilly, London, Ww l Colored 
cartoons, health propaganda. 

Boy Scouts Association, 25 Buck- 
ingham Palace Road, London, 
S.W.1. Social activities 

British Com™MerciaL Gas Asso- 
CIATION, 1 Grosvenor Place, 
London, S.W.1. and Gas Licur 
and Coke Company, Horse- 
ferry Road, London, S.W.1. In- 
dustrial and Social Welfare 

British Roap Tar Association, 
17 Grosvenor Gardens. London, 
S.W.1. Industrial. Communica- 
tions 

British ExecrricaL Deve.op- 
MENT AssociaATION, 2 Savoy 
Hill, London, W.C2. History, 
generation, distribution and uses 
of electricity. 

British Socta, Hyaiene Covun- 
cmt, Tavistock House (South) 
Tavistock Square, London, W. 
C.1. Public Health and Hygiene 

British Roap Tar Association, 
17 Grosvenor Gardens, London, 
S.W.1. Industrial films — coal 
and its products 

Capsury Bros., Bournville. Pro- 
duction of cocoa and manufac- 
ture of chocolate. Salesmanship. 

COMMONWEALTH OF AUSTRALIA, 
fustralia House, W. C. 2. Agri- 
culture and Geography 

Cunarp Wurrte Star, Lrp., Liver- 
pool. Engineering and travel 

Dun.top Russer Co., St. James's 
House, St. James's Street, Lon- 
don, S.WAl History of the wheel 
Manufacture and uses of rubber 

EpucaTIonaL Fitms Bureau, 24 
Denmark Street, London, W.C 
2. Geography and travel and in- 
dustrial processes 

Empire Fito Lisrary, and G.P.O. 
Firm Lisrary, Imperial Insti- 
tute, London, S.W. 7. Geography 
and industries and peoples of the 
Empire; engineering, and civics. 

Forp Moror Co. Lrp., Dagenham, 
Essex. Automobile manufacture 
and travel. 

Fry & Sons, Lrp., J. S., Somerdale, 
Bristol. Production of cocoa and 
manufacture of chocolate. 

Grat Guipes Association, 17-19 
Buckingham Palace Road, Lon- 
don. 8.W.1. Social activities. 

HeattnH anp CLEANLINESS Coun- 
cit, 5 Tavistock Square, London. 
W.C.1. Public health and hy- 
giene. 

Hopces Propvue TIONS, Lrp., C. E.. 
1 Montague Street, London. W. 
C.1. Geography and travel. 


Horiick’s Matteo Mixx Co. Ltp., 
Slough, Bucks. Industrial and 
colored cartoon. 

MINistrRY OF AGRICULTURE AND 
Fisuertes, 10 Whitehall Place, 
London. S. W.1. Agriculture and 
distribution. 

Ministry or Lasour, Montague 
House, Whitehall, London, S.W. 
2. Voc ational guidance and 
propaganda for unemployed 
training camps. 

Morris Morors, Lrp., Cowley, 
Oxford. Automobile manufac- 
ture 

NATIONAL ASSOCIATION FOR THE 
PREVENTION OF TUBERCULOSIS, 
Tavistock House North, Tavis- 
tock Square, London, W.C.1. 

NaTIONAL Basy Week Cowuncit, 
117 Piccadilly, London, W.1. 
Child welfare. 

NationaL Book Councit, 3 Hen- 
rietta Street, London, W.C. 
Printing and book production. 

NATIONAL MILK Pus.iciry Coun- 
cit, 33 Gordon Square, London, 
W.C.1. Public health and hy- 
giene 

NATIONAL OputHALMic Boarp, 1 
High Street. Marylebone, Lon- 
don, W.1. Physiology 

NATIONAL Sarety First Assocta- 
r1IoN, 52 Grosvenor Gardens, 
London, W.1. Publie safety 

Peart Assurance Co. Lrp., High 
Holborn, London, W.C.1. Road 
safety films 

R.S.P.C.A.. 105 Jermyn Street 
London, S.W.1. Natural history 
and social activities 

Suet, Marketing Firm’ Unit, 
Shell Mex House, Victoria Em- 
bankment, London. W.C.2. In- 
dustrial processes; civics; and 
colored cartoon 

Union or Soutn Arrica, South 
Africa House, Trafalgar Square, 
London, W.C2. Travel. 

Vacuum Om Co., Carton House, 
London, S.W.1. Industrial. 

Watney Compe Rew & Co. Lrp., 
Stag Brewery, London, S.W.1. 

Industrial. 


35MM. SILENT 


ACETYLENE AND WELDING ConsUL- 
TATIVE Bureau, 637 Grand 
Buildings, Trafalgar Square, 
London, W.C.2. Technical. 

Austin Moror Co. Lrp., (see 
35mm. Sound) 

AUSTRIAN State TrAvEL Bureau. 
(see 35mm. Sound). 

Boy Scovut’s ASSOCIATION. (see 
35mm. Sound). 

British Exvectricat Dervevop- 
MENT AssocIATION, 2 Savoy 
Hill, London, W.C.2. (see 35mm. 
sound.) 

British Rep Cross Society, 14 
Grosvenor Crescent, London, 8. 


W.1. Public Health and Hygiene, 
Physiology, Medicine. 

British Roap Tar Association 
(see 35mm. Sound). 

British Soctat Hyaiene Coun- 
cit. (see 35mm. Sound). 

Capsury Bros., Bournville. (see 
35mm. Sound). 

Canapa, Dominion or, Canada 
House, Trafalgar Square, Lon- 
don. Agriculture and Geography. 

CENTRAL ASSOCIATION FOR MEN- 
TAL Wetrare. 24 Buckingham 
Palace Road, London, S.W.1. 
Public health. 

CENTRAL COUNCIL FOR THE CARE 
or Crippies, 117 Piccadilly, 
London, W.1. Public health. 

CentTraL Counciy ror HEALTH 
Epucation, 1 Thornhaugh 
Street, Russell Square, London, 
W.C.1. Public Health. 

Cuitp Emicration Society, Sa- 
voy House, Strand, London, W. 
C2. Vocational Guidance 

Cunarp Wurre Star Line, Liver- 
pool. (see 35mm. Sound) 

DentaL Boarp or THE UNITED 
Kinapom, 44 Hallam Street, 
London, W.1. Dental 

EpucaTIONAL Fits Bureau. (see 
35mm. Sound). 

Empire Fito Lisrary, and G.P.O. 
Liprary. (see 35mm. Sound). 
Evcenics Society, 69 Eccleston 
Square, London, S Ww ] Eugen- 

ies. 

Foop Epucation Society, 29 Gor- 
don Square, London, W.C.1. 
Dietetics. 

Gisss, Lrp., D. & W., City Soap 
Works, Wapping, E.1. Dental. 

Girt Guipes’ Association. (see 
35mm. Sound). 

HEALTH AND CLEANLINESS CouN- 
ciL. (see 35mm. Sound.) 

Hopces Propuctions, Lrp., C. E 

(see 85mm. Sound). 

Lyons & Co. Lrp., J., Publicity 
Dept., 61 Fleet Street, London, 
E.C A. Vocational training. 

Masie, Topp & Co. Lrp., 133 Ox- 
ford Street, London, W.1. In- 
dustrial. 

MINtistry oF AGRICULTURE AND 
Fisuertes. (see 35mm. Sound). 

NATIONAL ASSOCIATION FOR THE 
PREVENTION OF TUBERCULOSIS. 

(see 35mm. Sound). 
NaTionaL Baspy Week Counc. 
(see 35mm. Sound). 

NaTIONAL MILK Pus.uiciry Coun- 
cit. (see 35mm. Sound). 

NATIONAL Sarety First Assocta- 
TION. (see 35mm. Sound). 

Peopte’s Leacue or Heatran, 52 
Stratford Place, London, W.1. 
Health and Hygiene. 

R.S.P.C.A. (see 35mm. Sound). 

Sunuicnut Leacue, 29 Gordon 
Square, London, W.C.1. Health 
and Hygiene. 
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Chicago’ a enter 


WITH UNEQUALLED FACILITIES FOR YOUR CONVENIENCE .. . 
AVAILABLE ONLY IN THE CIVIC OPERA 








New 


te Post 
BUILDING: Office 


PREVIEW THEATRES — two acous- 
tically perfect studio theatres for film, 
or radio prevues. 42nd Floor. 


SOUND RECORDING STUDIOS — 
available for voice and music record- 
ing for business or personal use. 


CIVIC THEATRE — ideal for radio 
broadcasts, lectures or sales meetings. 
One of the finest small theatres in the 
world. Air Conditioned. 


CIVIC OPERA HOUSE — annually 





featuring Chicago’s famous opera com- 
pany. Available out of season for busi- 
ness audiences. Air Conditioned. 


CLUB & MEETING ROOMS — con- 
venient meeting rooms for large or 
small groups. Food service at most eco- 
nomical rates. 


RESTAURANTS — breakfast, lunch- 
eon, or dinner service in several fine 
restaurants and private dining rooms 
in the building. 


SAFE DEPOSIT VAULTS — Chi- 
cago’s finest vault facilities at economi- 
cal rates for the convenience of tenants. 


THE LIGHTING INSTITUTE — this 
modern museum of lighting offers 
daily illustrated lectures, attracting 
thousands of visitors. 


CONVENIENT SHOPS — Deluxe bar- 
ber shop and valet. The Opera Buffet, 
candy shop, and cigar store near at 
hand on the ground floor. 


OFFICES WITH UNOBSTRUCTED LIGHT AND VENTILATION — centrally lo- 
cated, the building looms high above all surroundings, providing unparalleled 
advantages to the occupants of the efficiently serviced ultra-modern office suites. 





Just across the river from two of Chicago’s foremost 
railroad terminals, the Northwestern and Union Stations, 
Twenty North Wacker Drive is also within a few minutes 
walking distance of the LaSalle Street Station. Not only 
rail transporation is universally convenient but also the 
wholesale, financial and shopping areas are at our doorstep. 


ADDRESS INQUIRIES TO THE OFFICE 


For the convenience of employees and executives, every 
principal elevated train, motor coach and surface carline 
is just a few steps away. Parking is convenient, too, and 
most economical just outside the Loop parking zone. 

That is why leading national business organizations 
choose Twenty North Wacker Drive as their headquarters. 
OF THE 


PRESIDENT, . C. THOMPSON 


20 NORTH WACKER DRIVE 


THE s CIVIC s OPERA + BUILDING 





See what goes on in 


your own eyes and 
behind them.... 


Have you wondered how and why your eyes see? Would you like 
to know why colors harmonize and your eyes manage to know it? 


The amazing new talking picture “Color Harmony” will give you 
the scientific answers to all such questions and a definite concep- 
tion of color vision. 


In full technicolor, “Color Harmony” is the first and only picture in 
the world using color to explain color. 


Authoritative from the viewpoint of the greatest experts on color, 
authentic from the standpoint of leading ophthalmologists, “Color 
Harmony” combines all the latest findings of color science and color 
psychologists, cinema technicians and biochemists. 


This extraordinary picture shows all the essentials of color vision 
without the use of any technical terms whatsoever. 


“Color Harmony” is accomplishing the objectives for which it was 
designed and produced. 


Every up-to-the-minute advertising manager and salesman should 
see this picture ... Say when! . 


The J A M H A N D Y Organization 


Slidefilms + Talking Pictures - Sales Conventions - Playlets 


New York, 19 West 44th Street, VAnderbilt 6-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450 
Chicago, 35 East Wacker Drive, STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 
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